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Knute Rockne is getting plenty of 
publicity as the leader of the vic- 
torious Notre Dame football team. 
This fighting Irishman has added 
new laurels to the name with the aid 
of such sturdy sons of the ould sod 
as Carideo, Metzger and Savoldi. 

* + * 


Sinclair Lewis accepted the Nobel 
prize for literature even after he 
found that he would have to learn 
to say “Thank you” in Swedish. 

* + ” 


The Chicago & Alton was sold at 
auction for $23,000,000 in cash and 
other considerations. Selling a rail- 
road at auction is a radical proce- 
dure, but in the case of the Alton 
this seemed to be “the only way.” 

* >” * 


The B. & O. was the only bidder 
at the auction sale of the Alton road, 
in spite of lots of advertising and 
news publicity. A good many other 
people planned to bid, but reached 
in their pants’ pockets and failed to 
come up with $23,000,000. 

* * * 


Now that the paint and varnish 
industry seems to have given up the 
idea of featuring “save the surface” 
as the basis of its promotion efforts, 
why not indulge in a generous ges- 
ture and assign the slogan to the 
cosmetics manufacturers? 

* >” *” 


The New York editor of a funny 
paper, one of my scouts informs me, 
was fired because he spent too much 
time in speakeasies. Of course, the 
center of New York wit and humor 
at present is in the speakeasies, but 
unfortunately it never sounds so 
good anywhere else. 

* * * 


Mayor Bill Thompson, of Chicago, 
has been having trouble finding a 
medium in which to advertise his 
million-dollar prize award, with 
which he planned to boost business. 
The plan was hit by the Association 
of Commerce, the newspapers, the 
postoffice and the radio stations. 
After taking these socks, Big Bill 
is still certain that it is more blessed 
to give than to receive. 

* *” * 


The mayor has figured out a way 
to circumvent his foes, however. He 
will have his plan read into the Con- 
gressional Record by a friendly rep- 
resentative, and mailed out free 
under Congressional frank. This will 
beat the game, all right, but nobody 
will ever know anything about it. 

* + * 


In these days of new places to 
advertise, such as motor-truck bod- 
ies, book-jackets and even postage- 
stamps, no one has had the temerity 
to suggest that it might be possible 
to make an advertising medium out 
of the Congressional Record. 

* * 


It’s strange, isn’t it, that all these 
new ideas for advertising have been 
proposed in this year of 1930, when 
few if any publishers have com- 
plained of a marked shortage of ad- 
vertising space. 

* * * 


A. D. Lasker, of Lord & Thomas 
and Logan, is reported to be build- 
ing a sound movie theater on his 
estate near Chicago. Is he planning 
to feature talking pictures showing 
how an account executive stalks a 
prospective client? 

Copy Cus 


STRIKING GAIN 
IN SALES MADE 
BY BEER COPY 


Gobel Campaign Is Called 
Startling Success 


New York, Dec. 11.—A _ contro- 
versial subject, incorporated in a 
series of advertisements, increased 
sales for Adolf Gobel, Inc., the meat 
packers. 

The Gobel advertisements were 
headed “Give us Beer,” “Banish 
Poison Booze,” and “Raise the 
Steins.” Followed an announcement 
that the company, executives and 
workers are against poison booze 
and for the return of good beer. A 
generous cash contribution is prom- 
ised to the Women’s Committee for 
the Repeal of the Eighteenth 
Amendment for each item sold. 

During the first week, Top o’ the 
Morning sausage was featured and 
sales in that brand increased from 
21,000 pounds to 54,000 pounds. 
Later the emphasis was placed on 
canned ham, with an increase of 600 
per cent. 

Not only the specialties definitely 
mentioned in the advertisements, but 
the entire Gobel line profited. 


Courageous President 

The idea for the Gobel advertise- 
ments was conceived by Benton & 
Bowles, local agency. When first 
proposed, it was thought that the 
subject might be too controversial 
for an old, conservative firm such as 
Gobel to make use of. But Frank 
M. Firor, Gobel president, had the 
courage to make the attempt. 

The results were most gratifying 
to him, he said, not only because of 
the increase in sales, but because his 
entire organization was stimulated. 
Not a dealer was lost and hundreds 
of new ones were added. 

Before the campaign started, Ben- 
ton & Bowles decided to determine 
the thinness of the ice. They sought 
the opinions of hundreds of New 
York women on prohibition. Only 7 
per cent were opposed to the return 
of beer. 

Of newspaper editors consulted on 
the advisability of such a campaign, 
only one said there was danger. 


Only Five Complaints 

When the advertisements appeared 
in the New York Sun, the New York 
Evening Journal, the Brooklyn Eagle 
and the Newark News, only five 
complaints were received. This, and 
the increase in sales, the firm said, 
bore out its belief that with so many 
good advertisements now being pre- 
pared, only a dramatic type of 
presentation obtains wide hearing 
and interest. 


The Women’s Committee for the 
Repeal of the Eighteenth Amend- 
ment was chosen by Mr. Firor as 
the recipient of the contributions 
because it is a non-salaried, non- 
profit organization and is the oldest 
group of women opposed to prohibi- 
tion. Miss M. Louise Gross and Mrs. 
David Holmes Morton, chairman and 
secretary, respectively, of the com- 
mittee, signed the agreement with 
Gobel. Both of them are, and have 
been for years, outstanding leaders 
in the wet cause. 

The advertisements run once every 
two weeks in the newspapers men- 
tioned. The announcing advertise- 
ment was 1,500 lines, and the later 
ones approximately 900 lines. 


New York, Dec. 11—Developments 
in marketing frozen foods, espe- 
cially fruits and vegetables, were 
discussed by the New York Food 
Marketing Research Council Tues- 
day at a meeting attended by nearly 
200 representatives of food manu- 
facturing and distributing concerns. 
R. S. Alexander, professor of mar- 
keting of Columbia University, pre- 
sided. 


“An Appraisal of the Frozen 
Fruit Market” was discussed Tues- 
day morning by H. W. Ullsperger, 
manager of the Fruit Growers Can- 
ning Company and the Fruit Grow- 
ers Union, of Sturgeon Bay, Wis., 
and Traverse City, Mich. 


He said development of the freez- 
ing process has revolutionized the 
cherry growing industry in the 
Middle West by creating a year- 
around market. Five years ago less 
than 5 per cent of the crop was 
frozen, while in 1930 about 50 per 
cent was frozen. 


He predicted that by 1935 this 
figure will have been increased to 
75 per cent. This year the organ- 
ization headed by Mr. Ullsperger 
handled approximately 17,000,000 
pounds of cherries, of which about 
8,000,000 pounds were frozen, 8,250,- 
000 canned, and 750,000 pounds sold 
as fresh fruit. 


Must Improve Distribution 


“While we look for frozen fruit 
demand to increase 300 to 400 per 
cent the next five years,” said he, 
“much must be done to improve dis- 
tribution and marketing methods. 
Increased storage facilities are 
greatly needed and we also must 
develop more adequate distribution 
channels, especially for supplying 
small packages to the retail trade 
daily. 

“Such houses as Libby, McNeill & 
Libby and the Fairmont Creamery 
Company, are now working on a 
better system of distribution. We 
also require methods for displaying 
frozen fruits and vegetables such as 
the packers have devised for frozen 
meats. 

“Satisfactory methods of keeping 
frozen fruits in the homes so they 
will not spoil must also be worked 


Predict Tremendous 
Growth for Markets 


for Frozen Foods 


out. At present it is necessary to 
consume the fruit at once. The bulk 
of frozen cherries is now sold to 
quantity purchasers such as baker- 
ies, hotels and restaurants. 


“The cost of carrying frozen 
fruits in the retail store is at pres- 
ent greater than canned goods, 
though possibly a little lower than 
fresh fruit. Reduction in these 
costs will greatly stimulate sales.” 


Helped Georgia Peaches 


The Georgia peach crop can now 
be successfully marketed the year 
around because of the quick-freez- 
ing process, the Council was told by 
W. R. Tucker, agricultural develop- 
ment and immigration agent for the 
Atlanta, Birmingham & Coast Rail- 
road Company. 


A process was developed by Mr. 
Tucker in 1929 and that year about 
20,000 pounds of ripe Georgia 
peaches were frozen, held in stor- 
age for some months, and then dis- 
tributed in small lots to leading 
hotels, clubs, railroads and steam- 
ship companies for their Christmas 
menus. The method proved so suc- 
cessful that before the 1930 crop 
was ready a quick-freezing plant 
was erected at Montezuma, Ga., 
which turned out 700,000 pounds of 
frozen peaches. These are now be- 
ing placed in the hands of dealers 
through the regular distribution 
channeis, and for the first time 
many families will be able to have 
fresh ripe peaches for their Christ- 
mas dinners. 

“The Preparing, Packaging and 
Shipping of Frozen Fruits and 
Vegetables” was discussed by Clar- 
ence Birdseye, vice-president of the 
General Sea Foods Corporation, 
subsidiary of General Foods. 

“Not all varieties of some kinds 
of fruits and vegetables are equally 
suitable for quick-freezing,” Mr. 
Birdseye said. “Of eight varieties 
of peas grown in one locality, only 
two were found suitable for freez- 
ing.” 


Importance of Package 


He summarized the experiences of 
the General Foods Corporation in 


(Continued on Page 11) 


44 hours. 


adopted by Congress. 


New York, Dec. 12.—(By wire)— 
The Hoover endorsement copy which 
formed the subject of a Senate de- 
bate yesterday, was not scheduled 
for magazines, but for newspapers, 
Russell Doubleday, of Doubleday, 
Doran & Co., publisher of “World’s 
Work,” which sponsored the project, 
announ 


Oil Securities. 


House Passes Bill for Shorter Postal Hours 


Washington, D. C., Dec. 12—After a lively debate, the House of Repre- 
sentatives passed the bill cutting working hours of employes from 48 to 


In advocating passage of the measure, Representative Kelly of Pennsyl- 
vania, predicted the bill for 2% cent first-class postage will never be 


The 44-hour measure will give employment to a large number of men at 
a cost estimated at from 2 to 13 million dollars per year. 


Hoover Endorsement Copy Scheduled for Newspapers 


The campaign was to have been 
financed by subscription. 


Senator Pat Harrison, who led the 
attack on the plan, spoke before the 
Advertising Federation of America 
at its Washington meeting last May. 
His address created much unfavor- 
able comment. 


Standard Oil Dividends Set New Record 


New York, Dec. 12—Cash payments to stockholders of the Standard Oil 
Companies for 1930 amounted to $286,666,000, a new high record, accord- 
ing to an analysis by Carl H. Phorzheimer & Co., specialists in Standard 


Fourth quarter dividends will aggregate $83,047,000, the largest sum 
ever paid in any corresponding period. 


EUREKA DUAL 


SALES POLICY 
IS EXPLAINED 


Uses Magazine Circulation As 
Credit Check 


St. Louis, Mo., Dec. 11—The Eu- 
reka Vacuum Cleaner Company, of 
Detroit, sells both direct and 
through dealers, A. L. McCarthy, 
vice-presi- 
dent, told the 
sales confer- 
ence held 
here Friday 
under the 
auspices of 
the Sales 
Managers 
} Bureau of the 
St. Louis As- 
sociation of 
Commerce. 

From 55 to 
58 per cent 
of the busi- 
ness is whole- 
sale and the remainder is made di- 
rect. A typical set-up is that in 
Chicago, where three retail stores 
are maintained on the South Side, 
three on the West Side and four on 
the North Side. 

“The purpose of these stores is not 
to provide the public an opportunity 
to walk in and buy a vacuum clean- 
er,” Mr. McCarthy explained. “They 
provide a stock of merchandise and 
a place where salesmen may gather 
for instruction and advice before be- 
ginning their daily routine.” 

Each store is in charge of a man- 
ager, known as a field sales man- 
ager. The ten field sales managers 
in Chicago direct, in addition to the 
salesmen, three or four field super- 
visors, who in turn keep an eye on 
the retail salesmen working out of 
each store. 


A. L. McCarthy 


Getting Man Power 


An important part of this organ- 
ization plan is the personnel depart- 
ment, which provides man power, as 
required. This department selects 
and trains men, both in theory and 
practice. Salesmen are given a 
definite plan, with adequate super- 
vision. Any other method of selling 
direct would fail, Mr. McCarthy 
asserted. 

Sales made through retail stores 
are founded on the same common- 
sense methods, Mr. McCarthy said. 

“If you want re-orders as well as 
orders, you must not only sell goods 
to the dealer, but show him how to 
sell them to the public,” he com- 
mented. 

“The problem of the manufac- 
turer is to provide the dealer with a 
definite merchandising plan which 
will produce consistent sales week 
after week. 

“If department stores, for in- 
stance, are left to themselves, they 
will merchandise vacuum cleaners 
the same way they sell anything 
else. Department stores live by spe- 
cial inducements, and if you go in 
and hand them a couple of dozen 
vacuum cleaners to sell, without as- 
sistance, they are likely to sell them 
for any price they can get. 


The Lease Department 


“Therefore, we give dealers a plan 
of a lease department as it is called. 
It may function on the basis where 
you supply the goods to run the de- 
partment, you supply the advertis- 
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ing, supply the man power, and put 
your own manager in to run the 
department. 

“The dealer’s work is to accept 
the orders, pass on the buyers’ 
credit, do the bookkeeping and buy 
more merchandise at a price which 
includes the sale service. In Chi- 
cago, we have 17 such stores.” 

Outside of metropolitan areas, Mr. 
McCarthy explained, territorial man- 
agers are provided with a definite 
break-down of their field. Since 
every other manufacturer of va- 
cuum cleaners has men calling on 
dealers, the Eureka representative 
does not content himself with con- 
tacting the retailer, but establishes 
relations with the dealer’s staff. At 
least one man in each retail store is 
developed into a specialist on va- 
cuum cleaners. 

The usual method is for this re- 
tail salesman to accompany the 
Eureka _ representative on some 
house-to-house work among custom- 
ers of the store, his only activity be- 
ing to introduce the expert and then 
watch him perform. The dealer’s 
salesman usually receives an extra 
commission on all merchandise he 
sells, by virtue of a special arrange- 
ment between the retailer and the 
manufacturer. 

“It is pathetic to see the average 
manufacturer’s salesman out on the 
road,” commented Mr. McCarthy. 

“He is not trying to see how much 
merchandise he can sell, but how 
much territory he can cover in a 
given time. His chief job should 
be not to sell goods to the dealer, 
but to show the dealer’s men how to 
sell them to the public.” 


Work on Commission 


Mr. McCarthy explained that the 
company has a sales organization 
of about 200 men in Chicago, includ- 
ing both wholesale and retail. Most 
of them work on a straight commis- 
sion basis. This method, in fact, 
applies to most of the men having 
anything to do with sales, regardless 
of their titles. 

“If a man cannot make a sale on 
a commission basis,” said the 
speaker, “it is doubtful that he can 
make it on a salary. 

“We have found that about 75 
per cent of our business comes from 


New York Juggles 
Telephone Numbers 


New York, Dec. 11.—Nearly 
every business house in New 
York will be affected by thou- 
sands of changes in telephone 
numbers to become effective 
December 15. 

The Eastern office of “Ad- 
vertising Age” has drawn 
these: Business department, 
Mohawk 4-1572; editorial, Mo- 
hawk 4-1564; circulation, Mo- 
hawk 4-6860. 


50 per cent of our men. You have 
high and low producers, and it is 
among the latter that you have high 
turnover. If you operated on a sal- 
ary basis, you would find that com- 
pensation to men who fail to pro- 
duce will make your selling cost per 
unit out of all reason. 

“I agree that the commission plan, 
as applied to direct selling, has its 
weak points, because it encourages 
a certain amount of turnover. How- 
ever, this comes from men who will 
not absorb and practice what we try 
to teach them. We give them every 
opportunity to learn.” 


Job for Executives 


Mr. McCarthy suggested that the 
higher executives of every company 
should establish personal relations 
with dealers, so that the latter would 
feel free to make complaints at any 
time, instead of discontinuing the 
line without comment. 

He said that the Eureka training 
system is presented in book form, 
so that the men can refresh their 
memories whenever they wish, all 
getting the same story to tell. 

Mr. McCarthy said that Eureka 
follows the circulation analysis of 
the Curtis Publishing Company in 
most cities as a credit check. Sales- 
men are instructed to confine their 
operations to areas in which a cer- 
tain amount of national magazine 
circulation is shown. 

If left to themselves, the average 
direct salesmen gravitate to middle 
and lower class homes, where there 
are no servants to intervene, he 
said. 


tic, effective. 


investigating. 


advertising depends 


on COLOR 


Practically to the exclusion of “copy” 
the SANTA FE SYSTEM LINES de- 
pend on color in selling to the readers 


of The Big 4 Magazines. 


-So much can be told in a generous sized 
color page, and so vividly, that there is 
no need to draw on the imagination of 
your audience. Color is forceful, drama- 


The Big 4 Group offers unusual advan- 
tages in color to the advertiser interested 
in an active buying market of over half 
a million men and women. Men and 
women whose preference in reading 
matter marks them above the average 
in taste and whose ability to travel in 
comfortable luxury indicates the extent 
of their wealth, form a market well worth 


The’ AGroup 
in the Quality Field 


Forum 
Golden Book 


55 FIFTH AVENUE, NEW YORK 


Review of Reviews 


World's Work 


EWALD TRACES 


ADVERTISING'S 
DEVELOPMENT 


Big Chance Arrived with 
Automobile 


Detroit, Mich., Dec. 10.—Henry 
T. Ewald, president of the Camp- 
bell-Ewald Company, was encour- 
aged to form an advertising club in 
Detroit in 1905 .because of his 
attendance at a meeting in Chicago 
of the Associated Advertising Clubs 
of America, he told the Adcraft 
Club December 5 at its silver anni- 
versary celebration. 

Since only three advertising clubs 
were members of this organization, 
Mr. Ewald figured it was time for 
a fourth to enter the field and 
December 5, 1905, the thing was 
done. The first club, he said, had 
been formed in Cincinnati in 1903 
by Smith B. Quayle. Others then 
members of the Associated Adver- 
tising Clubs of America were in St. 
Louis and Chicago. 


Mr. Ewald himself was only 20 
years old at this time, and was in- 
eligible for membership in his own 
club by reason of his youth. As he 
explained, however, the garb of 
those days made everyone seem 
mature and the point was never 
brought up against him. 


First Members 
Mr. Ewald listed charter mem- 
bers of the Adcraft Club as follows: 


E. H. Boach, Fred C. Veon, E. S. 
Leonard, C. C. McGuire, George J. 
Seymour, F. J. Campbell, C. E. 
Van Wormer, E. St. Elmo Lewis, R. 
F. Reaume, H. D. Glenn, C. A. Eddy 
L. M. Sloman, Douglas Warren, C. 
A. Brownell, H. T. Ewald, Charles 
E. Eames, A. L. Melvin, J. S. Long 
E. L. Sanderson, O. G. Morse, S. I 
Bromlee, H. M. Price, A. Craft, H 
C. Hawkins, S. M. Cohen, Irving R 
Bacon, O. J. Mulford, D. N. Harpe 
and F. W. Farnsworth. 


“How some of the early members 
were obtaining their living may be 
of interest,” said Mr. Ewald. “O. J. 
Mulford, then head of his own ad- 
vertising company, and today presi- 
dent of the street car advertising 
company, was handling the adver- 
tising of Ford, Packard and 
Goodyear, then extremely = small 
companies. 


“George M. Savage had the oldest 
local advertising agency. S. M. Cole 
was advertising manager of the fur- 
niture company of which he is now 
general manager. 

“Dick Cohn was working on 
theatre programs for H. M. Fech- 
heimer, and sported a Chalmers car 
to the envy of all of us. Harvey 
Campbell was an errand boy work- 
ing for Louis Katz, chasing and 
selling engravings for the Detroit 
Photo Engraving Company. Art 
Winter was selling photo engrav- 
ings for the Peninsular Engraving 
Company. Charley Esterling, as 
now, was head of his own printing 
shop. Jim Strassberg was advertis- 
ing manager of American Beauty 
irons. 

Lewis Was Busy 

“FE. St. Elmo Lewis, with typical 
energv, was overflowing his position 
as advertising manager of the Bur- 
roughs Adding Machine Companv 
and was editing a magazine for the 
Book-keeping Publishing Company. 
while Irving P. Bacon was illustrat- 
ing for this magazine, specializing 
on the front covers. 

“C. A. Brownell was a member of 
Brownell and Humphrey, an adver- 
tising agency just organized. H. D. 
Glenn was advertising manager of 
the Detroit Stove Works and Otis 
G. Morse, now advertising manager 
of The Detroit Free Press, was then 
just one of the boys in the adver- 
tising department. 

“Charles A. Hughes was a sports 
writer on the old Record-Herald, 
Chicago, and Lee Anderson was on 


the Detroit News Tribune. C. C. 


REVIEWS 25 YEARS 


H. T, Ewald 


Winningham was with Lord & 
Thomas, Chicago, and Eddie Guest 
did not have a private office in The 
Detroit Free Press. Dave Brown 
was in the coal business and Roy 
Pelletier was beginning to make 
Henry Ford famous. W. R. Orr and 
Harry Nimmo were on the Detroit 
News and Joseph Biggers, now one 
of the big executives in the glass 
and bottling companies of the Gra- 
ham Brothers was assistant secre- 
tary of the Board of Commerce. 


MacDonald Was Clerk 

“Harry MacDonald, who now con- 
trols and manages Walker & Co.. 
was then a clerk in that organiza- 
tion, while George Slocum, then a 
youngster in Cairo, Mich., and Hal 
Trump, a student in the University 
of Michigan, had not yet met to 
form their advertising agency. 
Charley Voelker, one of the owners 
of The Detroit Press and president 
of Advertisers Bureau, was then 
working for Van Leyen & Hensler, 
an engraving house.” 

Mr. Ewald quoted the statement 
from Frank Presbrey’s book, “The 
History and Development of Adver- 
tising,” that advertising men of a 
half century hence will regard as 
unimportant all progress made up 
to the time advertising and the auto- 
mobile joined forces. 

“T wonder how many recognize 
the significance of this,” he said. 

“It may still be debatable whether 
the automcbile made advertising or 
advertising made the automobile 
At any rate the automobile provided 
the big opportunity which led to a 
definite, concrete conclusion § that 
advertising was a force of the first 
magnitude—a force comparable tec 
steam and electricity—a force equal 
to the very thing it brought inte 
heing—the automobile itself. 


Revolutionized Habits 

“For look what happened. Adver- 
tising during this last quarter of a 
eentury was one of the _ biggest 
single factors in taking us out of 
the horse and buggy and placing us 
in the motor car, by that very move 
revolutionizing our habits of living 
No industry of this magnitude has 
ever previously been put across in 
such a short period of time. 

“But for advertising itself this 
revolutionary change did more— 
this success put at rest anv doubt 
as to the value of advertising—it 
vroved its power as a merchandis- 
ing force so that today it is taken 
for granted. It proved that success- 
ful advertising could persuade the 
average American to acquire a 
costly article when the pleasure of 
such a commoditv is convincingly 
pictured to him.-It opened the wav 
for a class of advertising that made 
quantity production possible. 

“For when you can persuade the 
public by advertising to purchase in 
quantity a motor car—an article 
probably next only to his home in 
cost—certainlv the door was open 
to sell so-called luxuries of lesser 
cost also in quantity. There has fol- 
lowed a long line of desirable neces- 
sities that were undreamed of by 
our nineteenth century forefathers. 
The point back of all the experi- 
ment of advertising with the motor 
car was that it gave confidence to 
our business world that mass pro- 
duction was possible through ad- 


vertising.” 


CONSUMPTION OF 
FOODS ANALYZED 


Washington, D. C., Dec. 11~— 
American consumption of cereals 
per capita has declined more than 
one-third, while consumption of 
meats, fats and oils, sugar, dairy 
products, and fruits has increased 
in the last 30 years, according to a 
compilation of apparent per capita 
consumption of foodstuffs made pub- 
lie by the Foodstuffs Division of the 
Department of Commerce. 


A comparison between consump- 
tion in 1899 and 1922-27 shows a 
decline from 350 pounds to 230 in 
per capita consumption of cereals, 
and gains from 34 to 44 pounds for 
fats and oils, 61 to 105 pounds for 
sugar, 800-900 to 1,040 pounds for 
dairy products, and 169 to 192 
pounds for fruits, according to the 
tabulation. 


While the figures are not strictly 
accurate, they show the general 
trends, the Division said. 

In cereals there has been a de- 
cline in flour from 222 to 171 pounds 
and in corn meal from over 100 
pounds to about 22 pounds. Con- 
sumption of both rye and_ buck- 
wheat flour declined, while a com- 
paratively new product, breakfast 
foods, now “equals 12 pounds. Data 
on rolled oats are incomplete. 


Meat Situation 
Consumption of meats has _ re- 
mained fairly constant for the past 
30 years. There is some decline in 
beef consumption and a correspond- 
ing gain in pork and veal. 


Consumption of edible fats and 
oils at present is apparently about 
14 pounds of lard, 18 pounds of 
other fats (17.2 pounds butter), and 
about 12 pounds of vegetable oils, 
largely cottonseed and coconut oil, 
a total of about 44 pounds. 


In 1899 the lard consumed was a 
pound less (13 pounds), and butter 
a pound more (19 pounds), or a 
total of about 32 pounds. While no 
figures are available on vegetable 
oils, it is believed that the con- 
sumption in 1899 could hardly have 
been more than 2 pounds per cap- 
ita, as the development of lard sub- 
stitutes has largely taken place in 
the past 20 years. 

This indicates a total of 34 
pounds. The gain of about 10 
pounds per capita was in the con- 
sumption of vegetable oils. Of 
course, 44 pounds does not account 
for all fat consumed. For example, 
only about half the butterfat is con- 
sumed as butter; the remainder 
is consumed in cheese, condensed 
milk, and fluid milk. Considerable 
amounts of fat are consumed in 
meat, fish, eggs and other products. 


Changes in per capita food consump- 


tion: 
(In pounds) 
About 1922- 
1899 1927 Chge. 
Coreais ... 350 230 —120 
CS eee 142 145+ 3 
Fats and oils...... 34 44 + 10 
BIN essccscecsereccocess 61 105 + 44 


Dairy products 
(in terms of 
i, . —aae 800-900 *1,040 +150 

Principal fruits 
(in terms of 
fresh fruit) ... 


169 192 + 33 


*1926 figure. 


, 


Advertising Division 
Beats Charity Quota 
The advertising and _ publishing 
division of the Governor’s Relief 
Commission reached 119 per cent of 
its quota, according to a preliminary 
report made in Chicago December 
10 


Only two divisions exceeded this 
mark, according to incomplete re- 
turns. 


Wins Slogan Contest 
Norman L. Hubbard, Frank B. 


Peck Co., Hornell, N. Y., won first 
prize in the slogan contest held by 
the Hardware Council, Indianapolis. 

“It pays to buy good hardware” 
was his contribution, which won the 


$50 capital prize. 
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ADVERTISING AGE 


‘STEADY BUYING’ 
IS COPY THEME 
IN WINDY CITY 


Association of Gommerce 
Backs Campaign 


Announcement by the Chicago As- 
sociation of Commerce of a 90-day 
campaign to induce consumers with 
unimpaired incomes to indulge in a 
normal volume of buying was a fea- 
ture of the week in Chicago. 

Another was an extension of the 
apple-selling epidemic from New 
York to Chicago. Apple stands ap- 
peared on every corner, most of 
them carrying signs announcing that 
the owner was an unemployed vet- 
eran. Skookum apples, produced by 
the Northwestern Fruit Exchange, 
Wenatchee, Wash., were sold by the 
majority. 

Another campaign launched in 
Chicago was for the payment of 
Christmas bonuses in scrip instead 
of cash. The scrip is exchangeable 
for merchandise at any Chicago 
store. 

The slogan announced for the As- 
sociation of Commerce’s campaign, 
to start December 15, is “Steady 
Buying Steadies Business.” 

Robert Isham Randolph, president 
of the association, made this an- 
nouncement: 


Hysteria Not Effective 


“Business leaders throughout the 
country appear unanimous in the 
feeling that our return to economic 
normalcy is not going to be achieved 
by any flag-waving buying hysteria. 
Buying movements of the spasmodic 
variety, no matter how well inten- 
tioned their sponsors may be, are 
certain to be followed by serious re- 
actions when ready money has been 
expended. 

“The big job of business right 
now, as the banking, merchandising 
and advertising experts, headed by 
Craig B. Hazelwood, vice-president 
of the First National Bank of Chi- 
cago and former president of the 
American Banker’s Association, to 
whom the Chicago Association of 
Commerce has referred the problem, 
view it, is to get the consumer with 
the unimpaired income to stimulate 
business in general by buying nor- 
mal requirements while commodity 
prices are down. 

“They do not mean the stimula- 
tion of Christmas business. That will 
probably take care of itself to a sat- 
isfactory degree. But they do refer 
to the encouragement between now 
and the end of the first fiscal 
quarter next year of normal com- 
mercial commitments by the re- 
tailer, the wholesaler and the manu- 
facturer alike, upon which the whole 
economic trend of 1931 will essen- 
tially depend. 


Plenty of Cash 


“National banking reports show 
more than $28,000,000,000 in the 
country’s saving deposits. Some of 
our largest industrial institutions, 
despite the wave of depression, an- 
nounce extra dividends and increased 
surpluses. Fewer than 20 per cent 
of the wage earners of the United 
States have suffered any cut in in- 
come during the past twelve months. 

“With all this to work on, the 
turn will come if those who are able 
—the wage earner, whose salary has 
not been affected by the drop in 
business; the manufacturer, whose 
future success depends upon con- 
tracting for future deliveries of raw 
materials while prices are still at 
attractive levels; the wholesaler, 
who must realize that present pur- 
chasing levels cannot continue for- 
ever; and the retailer, who has hesi- 
tated to increase his stocks;—will 
merely make normal purchases and 
discourage unwarranted hoarding.” 

The association has arranged for 
a display of several hundred 24- 
sheet posters throughout the city, 


Californians. 


The clutch and brake are located in the rider’s stirrup, and the gear shift lever is 
near the steed’s neck, with the steering wheel just back of the animal’s head. 


BUCK JONES TRIES OUT THE MOXIE HORSEMOBILE 


A” 


The Moxie Horsemobile, famed in the East, has been drafted by the Dorado Club 
Beverage Co., Los Angeles bottlers of Moxie, to aid in the introduction of the drink to 


Bureau to Issue 
Balletins on 
Current Copy 


New York, Dec. 11—During the 
coming year, the National Better 
Business Bureau will issue bulletins 
on subjects such as dentifrice ad- 
vertising, ultra violet ray machines, 
vitamins and their limitations, yeast 
products, tree surgery, definition of 
terms in tire advertising, facial 
skin preparations, etc. 

This statement was made by the 
Bureau in issuing its second annual 
report to periodical publishers. The 
Bureau was appointed an agent of 
the Federal Trade Commission at a 
trade practice conference held Octo- 
ber 9, 1928, at which the publishers 
adopted the principle of self-govern- 
ment. 

In making its report, the Bureau 
concurs with the Federal Trade 
Commission’s statement that “the 
majority of publishers not only 
obey the law, but often go far be- 
yond what the law requires in se- 
lecting advertisements they will 
publish.” 

The report explains that the bul- 
letin service is the backbone of the 
Bureau’s periodical publisher pro- 
gram. Last year 222 bulletins were 
issued and 1930 activity brought 
the total to 500. 


carrying the slogan. Individual ad- 
vertisers will use the same plan. 

The message will appear in the 
street cars by co-operation of Bar- 
ron G. Collier, Inc. Newspaper mats 
have been prepared for the use of 
department stores and others. Chi- 
cago newspapers have agreed to 
give editorial and advertising sup- 
port to the campaign, while radio 
stations and advertisers also will 
participate. 


Tennessee Dailies 
Solvent, Says Lea 


Luke Lea, Jr., vice-president of 
the Tennessee Publishing Company, 
of Nashville, asserted following 
filing of suit for receivership, that 
the suit came as a “complete sur- 
prise” and that the company is 
“absolutely solvent.” 

The company publishes the Nash- 
ville Tennesseean and the Evening 
Tennesseean. The suit was filed by 
the Minnesota and Ontario Paper 
Company and others. 


General Foods Buys 
Gelatine Company 


General Foods Corporation, New 
York, announces the purchase of the 
Atlantic Gelatine Company, Inc., by 
the newly formed Atlantic Gelatine 
Company, a wholly owned subsidiary 
of General Foods. 

Atlantic sells its products to the 
Jello-O division of General Foods, 
among others. The acquisition gives 
General Foods 31 producing organi- 
zations. 


Maxwell Enters 
Chicago Agency Field 

Samuel K. Maxwell has resigned 
as general sales manager of the 
Andrew Jergens Company, Cincin- 
nati, to join the Stack-Goble Adver- 
tising Agency, Chicago. 

J. D. Nelson, former in charge of 
the Jergens Los Angeles plant, has 
moved to Cincinnati as_ secretary 
and has reorganized the sales de- 
partment. 


Newspapers in Drive 
Against Substitution 


The Iowa Daily Press Association, 
Council Bluffs, is releasing an anti- 
substitution campaign through mem- 
ber papers. A series of advertise- 
ments will be run by each paper. 

Each piece of copy will be ac- 
companied by an editorial and a 
news story, stressing the advantages 
of insisting on advertised brands. 


Burton Is Editor 
of “Food Industries” 


Dr. Laurence V. Burton has be- 
come editor of Food Industries, pub- 
lished by the McGraw-Hill Publish- 
ing Co., New York. He has been 
associate editor of the paper since 
last May. 

Dr. Burton graduated from the 
University of Illinois as a chemical 
engineer. 
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AF See 
HERE is still a suspicion among young 
writers that editors do not look upon 
them with favor. Not only is it a suspi- 

cion; in many cases it is a profound conviction. 

“How,” they ask bitterly, “can we become 
a Big Name unless you give us a chance to 
break in?” 

Well, the best way is to write a story as 
good as “‘Lesby”’ which leads December 
Scribner's. It is a novel, complete in one issue, 
and is the work of Elizabeth Willis. 

Who is Elizabeth Willis? Nobody you ever 
heard of—exactly! She entered her story in 
the Scribner's $5,000 contest. It came from 
her home in Arcadia, California, and was 
immediately in competition with the 1672 
manuscripts which were submitted. No one 
at Scribner’s knew Mrs. Willis; nobody had 
ever heard of her or of her work. Yet her 


SCRIBNER’S 


1672 MANUSCRIPTS WERE RECEIVED 


SoM ee: 


story by its sheer strength and artistry won 


a place among those from which the final 


selection will be made. 


From the first paragraph of “Lesby” you 
are struck by the force and verve of strong 
writing. It is a tale full of human warmth and 
character—the story of “Lesby”, a powerful 
and able woman who ruled her father’s farm 


and faced the loss of her man to her frailer 


sister. After many long weary manuscript 


miles of drab farm stories, “Lesby” is a surg- 
ing flood of relief. It has life and beauty and 
health. 

And it places Mrs. Willis, an unknown, 
among the front rank of writers to be 
watched. It is the answer to how Big Names 
get to be Big Names. 


DECEMBER 


IN THE $5,000 SHORT STORY CONTEST 
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Monkeying with Prohibition Buzz-Saw 


A newspaper campaign in New 
York City in behalf of Gobel meat- 
products features a remarkable ap- 
peal for consumer preference based 
on the fact that the Gobel company 
is in favor of the return of beer and 
is contributing to anti-prohibition 
efforts in proportion to the number 
of labels returned by users. 

This is undoubtedly a _ unique 
merchandising measure, and it is 
claimed by the advertising agency 
handling the campaign that it has 
been remarkably successful thus far, 
arousing comparatively little antag- 
onism on the part of the public. Yet 
it seems to ADVERTISING AGE to rep- 
resent a point of view that is funda- 
mentally unsound, because it pro- 
jects the manufacturer into a highly 
dangerous situation with no more 
logic for his position than a desire 
to capitalize what seems to be a drift 
in public sentiment on a subject en- 
tirely unrelated to his own product. 

It may be claimed for this adver- 
tiser that he has felt the pulse of 
his local public, and that he has 
found such widespread and definite 
opposition to prohibition as to indi- 
cate that an appeal to this senti- 
ment could not fail to be in line with 
popular feeling. But why should the 
advertiser, who appeals to all 
classes, and who is seeking business 
not on the basis of religious, politi- 
cal or racial alignments, but because 
of the merit of his product, see fit 
to take sides on an issue which has 
yet to be decided, and which con- 
tains as much dynamite as filled the 
hold of the ill-fated ship which de- 
stroyed fourteen of the mariners 
who tried to dispose of it? 

The manufacturer who is selling 
his goods to the American public, 
and who is using advertising as a 
means of improving his status with 
present and potential consumers, has 
a man-sized order in convincing the 
user of the quality of his goods and 
their attractiveness from the stand- 
point of preparation and price. That 
is the basis of his merchandising ap- 
peal. He cannot expect people to 
buy from him because he is white, 
male, Republican, Presbyterian or 
red-headed. If he gets and holds the 
business, it will be because he has 
sold his product on its merits, and 
because it has proven to be worthy 
of the good things he has said 
about it. 

When he begins to introduce ex- 
traneous considerations, based on 
the opinions or prejudices of the 
public with reference to any one of 
dozens of issues of a controversial 
political, racial or religious char- 
acter, he is treading on dangerous 
ground. He is likely to find himself 
caught in a quick-sand from which 
it will be exceedingly difficult to 
extricate himself. The only justifica- 
tion he can find, in such a case, is a 
desire to capitalize public sentiment, 
rather than any deep-seated or lofty 
motives of public service such as 
might have been extended in a 
purely unselfish and non-commercial 
way. 

Because prohibition is apparently 
losing ground, and because some 


modification of the present statutes 
covering its enforcement seems to 
be a possibility of the near future, 
many manufacturers may be 
tempted to take advantage of what 
seems to be the swing toward the 
return of beer and other alcoholic 
beverages. This may be especially 
the case if the personal sentiment of 
the advertiser leans in that direc- 
tion. But we believe that the man 
responsible for merchandising and 
advertising policies will be wise if 
he resists the temptation, and if he 
continues to make his appeal for 
consumer favor strictly on the basis 
of his merchandise and its value to 
the purchaser. 

Any trick effects, especially those 
involving the possible resentment 
and alienation of a large body of 
the public, cannot be justified even 
on the basis of expediency, and from 
the standpoint of principle it is en- 
tirely indefensible. Furthermore, a 
manufacturer who commits himself 
to one line of action in New York, 
where sentiment is of one kind, may 
find himself decidedly unpopular in 
another section, where the thinking 
and habits of the people may be 
entirely different. Hence even the 
supposed merit of making a popular 
appeal and capitalizing a swing of 
sentiment in a new direction may be 
more than offset by unfavorable re- 
action in other quarters. 

It may be noted, in passing, that 
large companies with big interests 
at stake in the matter of prohibi- 
tion, which destroyed their brewing 
businesses, temporarily, at least, 
have not attempted to use the pro- 
hibition angle in their advertising of 
new products. They have brought 
them out on their merits, and have 
built markets for them based not on 
the consumer’s ideas with reference 
to prohibition, but on the quality and 
service which the new products are 
able to render, regardless of the 
personal feeling of the individual 
with reference to the Volstead act 
and the eighteeenth amendment. 

These companies may hope for the 
return of beer, and may be expend- 
ing effort, legitimately, to bring 
about a change in the present situa- 
tion. But they realize the folly of 
endangering the success of new 
products by any appeal to anti-pro- 
hibition sentiment. They know that 
a straight-forward commercial policy, 
which is not involved in any political 
or controversial situation, is the 
only one which gives promise of 
ultimate success because that suc- 
cess is not tied up with the fate of 
the present campaign against pro- 
hibition. 

We hope that advertisers and 
agents will prove to be too sagacious 
to be misled into assuming a wholly 
unsound and vulnerable position, 
through the injection of questions of 
public policy into purely commercial 
operations, and will stick to the safe 
and sane pathway of straight- 
forward presentations of the merit 
of their products from the stand- 
point of price and quality. The anti- 
prohibition appeal may be sensa- 
tionally successful at certain times 
but it is basically unsound. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


186. The “Home Town Paper” of the 
Free-est Spending “City” in 
the World, 

This 36-page booklet takes the ad- 
vertiser behind the scenes of the 
fourth largest industry—the amuse- 
ment business. It discusses the char- 
acteristics and habits of back-stage 
folk, who number 500,000 and have 
an average weekly spendable income 
of $72.62. Annual expenditures in 
the seven divisions of the industry 


187. Comparisons. 


A portfolio of letterheads selected 
by The Folks on Gospel Hill, Marion, 
O., to simplify selling by mail. 


188. The Southern Market. 

A 48-page booklet published by 
Holland’s Magazine, Dallas, depict- 
ing the marketing factors peculiar 
to the 12 southern states, which have 
a population of 27,000,000. The 
booklet describes the growth of the 
South in population, manufactured 
goods, bank deposits, imports and 
are classified. Published by The 
Billboard, Cincinnati. 
exports, purchasing power, school 
expenditures, etc., and analyzes dis- 
tribution of population, buying 
habits, jobbing centers and retail 
outlets. 


189. Overseas Advertising and Mar- 
keting Service Manual. 

This 44-page booklet published by 
the Importers Guide, New York, 
serves as a primer for American 
manufacturers desiring to enter for- 
eign markets. It discusses foreign 
sales policies, training merchants, 
preparation of sales letters, routing 
representatives, making investiga- 
tions, foreign banking practices, etc. 


190. Buffalo Wholesale-Retail Route 
List. 


A 60-page pocket-size booklet con- 
taining routed lists and maps for 
salesmen calling on the grocery, 
meat and confectionery trades in 
Buffalo. A summary classifies the 
retail outlets by rental class, popu- 
lation and type of ownership. Pub- 
lished by the Buffalo Evening News, 
Buffalo, N. Y. 


191. The 1930 Survey of the Oil 
Burner Industry. 

A survey in booklet form made by 
Fuel Oil Journal, New York. The 
selling experiences of leaders in the 
domestic burner field are reviewed 
and current tendencies in marketing 
are described. The booklet includes 
an estimate of the domestic burner 
market for 1931, 


192. Columbus, Ohio. 


A triple folder which pictures the 
resources and commercial activities 
of Columbus. Published by the Co- 
lumbus Citizen. 


193. Time’s First Report to the 
Audit Bureau of Quality. 

This is an analysis of the buying 
power of Time readers. It reports 
that 60.2 per cent of their incomes 
are over $5,000 a year; 35.7 per cent, 
over $10,000, and 14.7 per cent over 
$25,000. 


194. The Marketing of Store Equip- 
ment and Supplies. 

This booklet by Retailing indi- 
cates that the big market for store 
equipment is among department 
stores with annual net sales of more 
than $1,000,000. It tells how the 
publication’s circulation coincides 
with the market. 


194a. The Marketing of House and 
Home Furnishings. 

This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings ac- 
count for 26.3 per cent of ‘sales. 

(Continued on Page 12) 


ANOTHER REFORM THAT SHOULD BEGIN 
AT HOME 


NO! NO! I 
SOMETHING NEW, 


PSY 


Jus Pe gen 


—Men’s Wear. 


Voice of the Advertiser 


Why, Mr. Tannehill! 


To the Editor: Since your letters 
from readers make it appear failure 
to enter the Bruce Barton copywrit- 
ers’ census enumeration might cause 
one to lose caste, I’m nominating 
your Copy Cus. 

Yes sir, and I think Mr. Barton’s 
controversy makes as good copy for 
him as any he ever produced for the 
Alexander Hamilton Institute. (Ah, 
there, Mr. Lichtenberg) ! 


R. G. TANNEHILL, 
Adv. Mgr., Associated 
Publications, Inc., 

Kansas City. 


Here Are Eight of 
the Immortal Fifty 

To the Editor: I was much in- 
terested in the copywriters’ Hall of 
Fame, featured in a recent issue of 
ADVERTISING AGE. 

But mention was nowhere made 
of the superior copywriting ability 
of J. P. Roche, of Chicago, head of 
the agency of that name, or Harry 
Bishop, of the Buffalo office of the 
same agency, whose “Advertising 
Creed” and “The Greatest Small 
Force in the World” will always 
stand out as models for others to 
follow. 


Then there is Theodore Mac- 
Manus, whose copy contains virility 
seldom, if ever, equalled. 

No one mentioned Bob Davis and 
the New York Sun, whose “I Am 
the Printing Press” alone entitled 
him to a place among the immor- 
tals. 

And what about Richard Fores- 
ter, president of Forester & Co., 
New York, one of the younger gen- 
eration of copywriters, whose dis- 
tinctive and unusual copy delights 
the mind and turns prospective cus- 
tomers into regular patrons? 

There is Kenneth M. Goode, an- 
other top-notcher. 


And why no mention of the man 
who produced the “Tell It to 
Sweeney” series for the Daily News, 
and that inimitable copy which was 
put out for the Scripps-Howard 
Newspapers, representing the two 
best promotion campaigns ever de- 
vised for newspapers? 

There are eight of the fifty, with- 
out even stopping to think. 


W. G. BRYAN 
Counsel on Newspapers, 
New York 
+ * * 


“Me” Is Subject of 


Universal Interest 
To the Editor: Pardon me for 


taking exception to Duane Wana- 
maker’s views as expressed in AD- 
VERTISING AGE of November 22. 


Waving aside the debate about 
the 50 good copywriters who do or 
do not exist, I was wondering 
whether or not Mr. Wanamaker’s 
idea about selling the individual a 
love for mankind through his pur- 
chase of a Majestic radio isn’t en- 
dowing man with virtues that are 
not really within the human being’s 
ability to acquire. 

Fundamentally the individual is 
selfish; otherwise he ceases to be an 
individual. When he develops al- 
truism, he becomes a part of a hu- 
man process, a part of a “com- 
munism.” 

I believe that Mr. Wanamaker 
could sell 300 more Majestic radios 
a day if his copywriter appealed to 
one’s selfishness. He might say, 
“You’re a better man, more edu- 
cated, better entertained, if you 
tune in on a Majestic. Be ahead of 
your neighbor; get the best out of 
life with the Majestic radio.” 

Even in view of the fact that 
Christmas is just two weeks off, 
basically, the individual is inter- 
ested in himself more than any 
other subject you can think of. 

PAUL HARRISON 
Editor, Beauty Shop News, 
New York 


* * * 


Brillo Faces 1931 
with Equanimity 

To the Editor: Our plans for 
1931 will be on a more extended and 
intensive scale than ever before. 
Our appropriation will be larger 
and our advertising will be con- 
tinued as usual in leading national 
magazines and newspapers in all 
principal cities. 

The advertising will be supported 
by extensive sampling and demon- 
stration work. 

We have just appointed the F. 
Wallis Armstrong Company, of 
Philadelphia, as our new advertis- 
ing agency. Armstrong is now 
working on our 1931 schedule and 
copy. 


, 


A. TARR 
Adv. Mgr. Brillo Mfg. Co., 
Brooklyn, N. Y. 


* * * 


Why Pabst Is Enjoying 
One of Best Years 


To the Editor: In a recent issue, 
you reported in connection with the 
Pabst Corporation that “American 
cheese eaters consumed 60,000 pounds 
more in 1930 than in the preceding 
year.” 

This should have read, “60,000,000 
pounds.” As the story indicated, 
Pabst got its full share of this 
handsome increase. 


W. R. GREENLEE, 
Adv. Director, Pabst Corp., 


Milwaukee. 
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ADVERTISING AGE 


Agency Insures Staff 

The C. E. Erickson Company, 
agency of Des Moines, Ia., has in- 
sured the lives of its staff with a 
group policy with the Prudential In- 
surance Company of America. 

The workers are insured in 
amounts ranging from $1,000 to 
$2,500, according to rank. Premiums 
are shared by the company and em- 
ployes. 


Lawlor Promoted 

Frank A. Lawlor has become ad- 
vertising manager of the Lowell 
(Mass.) Sun. Mr. Lawlor has been 
with the paper for eight years. 

He was at one time the youngest 
managing editor in the country, at- 
taining that position with the New 
Rochelle (N. Y.) Daily Star just 
before the war. 


No. 23 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


8 yes question “Shall I em- 
ploy an architect?” is eas- 
ily answered if the prospective 
builder will ask himself, in- 
stead, “Do I want a stock 
house (or church, or store or 
what not) or do I want some- 
thing designed for me person- 
ally—something that meets the 
special needs of my family (or 
congregation, or business) and 
affords a proper setting for it? 
In a word, do I want to fit 
myself into a stock pattern, or 
do I want that which is fitted 
to me, to my needs and my 
ideals?” 

If the former alternative will 
satisfy you, do not bother with 
an architect. If you do want a 
building tailor-made to your 
particular needs and desires, 
the architect's function is the 
only known means of getting 
it. 

The question of cost does not 
properly come into it, for any 
architect worth his salt will 
save you far more than his 
commission. 

We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone 
who is interested. Please en- 
close a self-addressed stamped 
envelope. 


* a ye 


Publishers of 


ARCHITECTURE 


— the professional journal —anad 
of books on architecture 


A member of the Wational Shelter Group, the 
Audit Bureau of Circulations and the Associated 
Business Papers, Ine. 


’ CHARLES SCRIBNER'S SONS J} 
I 597 FIFTH AVE., NEW YORK J 
! Please send without charge a copy of Be 

| «This Man the Architect : 


Ce ee 


BEST TWINS ARE 
LIVE TRADE-MARK 


New York, Dec. 11.—Mere figments 
of the imagination of advertising men 
are some of the young women who 
parade through the advertising 
pages, but the Best Twins are no 
figments of anybody’s imagination. 
On the contrary, they are a well- 
matched pair of 19-year-old flesh 
and blood debs, symbolizing one of 
New York’s smart Fifth Avenue 
shops. 


The idea of building the advertis- 
ing of Best & Company around the 
personalities ‘of these two young 
women was conceived about a year 
ago by Miss Mary Lewis, advertis- 
ing director of the store. 


The popularity of the Twins was 
instantaneous. Today they are the 
favorites at fashionable teas and 
social functions in Park Avenue, at 
Newport and Southampton; they 
appear at polo and tennis matches, 
at the opera and wherever the smart 
set gathers, adding color and charm 
to these occasions, and incidentally 
operating as advertising mediums 
for Best & Company. 


Are Widely Known 


The pictures of these attractive 
twins in the rotogravure sections of 
metropolitan newspapers in the 
East, as well as their appearance 
in the advertising pages of The New 
Yorker, Town and Country, Vogue, 
Vanity Fair, Spur, Town Topics, the 
Park Avenue Social Review, and 
other smart sheets, vie with editorial 
content for attention. 


Despite the general belief, which 
is never denied, the Best Twins are 
not twins. One of them is Miss 
Babs Shannon, daughter of the late 
General and Mrs. George Shannon, 
U. S. A. She was born in Porto 
Rico, and was reared and educated 
on that island. 


The second is Miss Winnie Strick- 
lin, a native of Cedarhurst, L. L., 
where she resides with her parents. 
Both girls come from families so- 
cially prominent; both are interested 
in outdoor sports, riding, motoring, 
tennis; both dance, play bridge; 
both claim to be too young either to 
drink or smoke. 


Playing the part of the Best 
Twins is the first and only job 
either of these girls has held—a 
job that neither sought but that 
was wished on them, and one that 
they enjoy immensely. They are 
not interested in the blandishments 
of motion picture producers who re- 
gard them as box office magnets. 


Where Colorado 
Dealers Buy 
Merchandise 


Denver, Colo., Dec. 10—Leo As- 
pinwall, of the business research 
division of the University of Colo- 
rado, recently made a survey show- 
ing the source of the merchandise 
bought by Colorado merchants. 


This survey might have been 
helpful in determining the popu- 
larity of nationally advertised 
goods. Unfortunately, Mr. Aspin- 
wall reported as a “domestic” 
source every manufacturer having 
an office or warehouse in the state. 


The following table summarizes 
the results of the investigation: 


Colorado Outside 
Percentage 

EE ere 8.99 91.11 
Confections .............. 90.28 9.72 
Men’s Clothes........ 11.12 88.38 
Drugs . 68.49 86.51 
a 1.31 
Point, <tc. ......« GL75 17.25 
Ready to Wear... 4.00 96.00 
Electrical appli- 

I Sinica 10.82 
Groceries ...... 7.17 
Furniture ........ 59.72 
Hardware .................. 33.64 


THE BEST TWINS DO 


A LITTLE SHOPPING 


New Art Firm 
J. W. Busby and H. L. Conrad 


Executive offices of the Clinton 
have formed a new art firm in| Carpet Company, Chicago, have been 
Seattle. Mr. Busby is a Chicago man. | moved to the Merchandise Mart. 


Move to Mart 


Holden Merges 


A. E. Holden, head of Pacific Ad- 
vertisers, Inc., Seattle, has merged 
with the Izzard Company, of that 
city, of which he becomes an account 
executive. 


RUPERT THOMAS 


Don’t Forget the 
Architect 


; If your product is specified by 

architects—or if it should be— 
it will pay you to give careful 
thought to the architectural end 
of your advertising. 


Continue your consumer cam- 
paign full swing—but don’t pass 
the architect by as being “cov- 
ered” by one lone paper in a 
miscellaneous trade paper 
schedule. 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 
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NEW 


Mj 


Complete Publication Data 


For Quick and Easy Reference 


Individual filing jacket, containing five four-page printed data sheets, as follows: 


/ 
al 
a 
al 


Old enough to know the great 
traditions of steel . . . young 


enough to lead the industry 
in a modern age. 


BRANCH OFFICES: 


ul 
ul 
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DataSheet No.1... . . 
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This information is additional to that contained in A B C statement. 
Complete folder, or separate data sheets, on request. 


NEW YORK - 


Published Every Thursday 
PITTSBURGH - 
Other Penton Publications: 


STEEL 


For forty-eight years—IRON TRADE REVIEW 


CHICAGO 


General 
Editorial 


Circulation 
Advertising 
Mechanical 
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PUBLICATION 
=> 
CLEVELAND 


+ SAN FRANCISCO + LONDON — 


Daily Metal Trade + The Foundry + Machine Design - Abrasive Industry + Automotive Abstracts - Marine Review - Power Boating 
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Kellogg Breaks 
Record, Enlarges 
Appropriation 


Battle Creek, Mich., Dec. 11—De- 
claring he is confident that business 
generally soon will show signs of 
gradual but certain improvement, 
W. K. Kellogg, chairman of the 
board of the Kellogg Company, man- 
ufacturers of cereal foods, an- 
ounced that advertising plans for 
1931 call for the largest expendi- 
tures in the company’s history. 

At the same time Mr. Kellogg dis- 
closed that the company will end 
the current year with the greatest 
volume of sales it ever has enjoyed. 

“The Kellogg Company, which has 


try’s capacity to respond to aggres- 
sive tactics. We have held steadily 
to our course and have done the 
largest volume of business in our 
history. 

“Our decision to adhere during 
1931 to this consistent program of 
expansion, including still further in- 
creased advertising and sales activ- 
ity, is in large measure the result 
of this experience during the pres- 
ent year. 


“To meet demands, it has been 
necessary during the year to build 
a million-dollar addition to our home 
plants in Battle Creek, as well as 
provide an important addition to 
our branch at London, Ontario. 

“Aside from our individual ex- 
perience, however, we do not believe 
any close observer of the undercur- 
rents of business trends can deny 


SUMMARY OF PRELIMINARY CENSUS FIGURES 


N. Y. AGENCY'S 


Syracuse Trenton Pueblo El Paso Total 
Population, 
. ae 220,000 122,000 50,000 101,000 493,000 
Total retail 
OLD EMPLOYES sales ...............$131,000,000 $70,000,000 $25,000,000 $50,000,000 $276,000,000 


Stock at cost...... 
Sales by Groups: 


17,300,000 9,600,000 3,600,000 7,400,000 37,900,000 


HOLD REUNION 


Automotive... 27,900,000 10,600,000 4,600,000 12,700,000 55,800,000 
per cent... 21.3% 15.2% 20% 25% 20% 
—— Food Group.. 26,100,000 18,500,000 5,300,000 9,000,000 58,900,000 
per cent...... 20% 26.6% 24% 18% 21% 
150 Hear Ex-Chief and Swap} acparei , ’ . 
Group ......... 13,000,000 5,800,000 1,800,000 3,500,000 24,100,000 
per cent...... 109 8.5% 8.5% 7% 9% 
Reminiscences roe mt 1% o 6 6 
of stores ........ 3,017 1,956 641 1,280 


Total payroll .. $15,200,000 $8,000,000 $2,700,000 $5,700,000 $31,600,000 
New York, Dec. 11—Though| . 


Frank Seaman, Inc., has passed out 
of business, 150 former members of 
the organization gathered here last 


CHAIN STORE VS. INDEPENDENT STORE 
(in millions of dollars) 


been built largely upon advertising,|that business generally soon will 
for many years has been one of the|enter upon a gradual but certain 
most consistent users of newspaper | improvement.” 

and magazine space. Our appropri- 
ation for the coming year provides 


for a material increase over the} Plan Campaign 
present record year,” said Mr. for Water System 


Kellogg. a : 

“At the beginning of 1930 we an- The Flint & Walling Mfg. Co., 
nounced the most ambitious manu-| Kendallville, Ind., has appointed the 
facturing, advertising and sal ° MacDonald-Cook Company, South 
Sannin = heh pms = be A nee Bend, Ind., to handle its advertising. 
time, asserting at the time our con- National, farm and business 


; . ill be used f Hoosi 
fidence in the basic soundness of in- tm sy nduin Be F 4 W Star 
dustry generally and in the coun- | windmills. 


week fer & seunien. the first in a Chuin Volume Ind. Volume Chain Stock Ind. Stock 
decade. . Syracuse o.oo n- 30.0 101.0 2.8 14.5 
When these men met last, Frank Trenton SEER ae ee RN Aa 13.3 56.4 1.1 8.4 
Seaman, Inc., boasted an organiza- Pueblo quensnnesqnosoensosenses eoceess 3.9 18.5 0.6 3.0 
tion of over 200, an annual billing El Paso ii ccniiaspiaeaidianaiiiiiat 8.4 41.5 1.2 6.1 
of close to 15 million dollars and a = ome age = —— 
spirit that is still talked of in agency ; 55.6 , 217.4 5.7 32.0 
circles. Chain stores............ $10 in sales for each $1 in stock 
The Seaman agency passed out Ind. stores................. $7 in sales for each $1 in stock 


of existence a year or two ago, when Chain store volume, 20%. 
it was absorbed by Blackett-Sample- 
Hummert, Inc., and today the men 
and women who were members of 


the Seaman family are important 


1 in stock 
parts of other organizations. D t i ai § peapeng 
To attend the dinner came such | —©P@rtment stores .......... . 
Shoe stores .......................... 3.20 
Furniture stores ............. 4.00 


Deup stores .................:...... 
Jewelry stores 


Get More for 


Dollar in 1931 


ture! Can you use— 


tion of the news of 
country over? 


anteed for 1931? 


4. Lowest rates in 
publication field? 


now. 


Your Advertising 


ADVERTISING AGE, the National 
Newspaper of Advertising, offers 
more for your promotion expendi- 


1. New and dynamic reader inter- 
est won through exclusive presenta- 


2. Smashing display, high visibil- 
ity, on the largest type page in the 
advertising publication field? 


3. Thorough coverage of national 
advertisers and agencies through 
weekly edition of 8000 copies guar- 


If you’re interested in that bigger 
dollar’s worth, send your instructions 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
CHICAGO, 537 So. Dearborn St. — 420 Lexington Ave., NEW YORK 


Grocery stores 


Independent store volume, 80%. 


RATIO OF ANNUAL SALES TO STOCK 
Annual sales for each 


Annual sales for each 


$1 in stock 
AD] StOVOS iccecccccccseesseceee 7.89 
Auto QTOUP cece 12.62 
Food group ..._.......... 18.00 
Department and 5-10.. 4.83 
(i ar 
House furnishings ......... 4.34 


—Boot and Shoe Recorder. 


men as William Hart, now advertis- 
ing manager of du Pont; Charles 
Pietsch of Lennen & Mitchell; H. 
V. H. Proskey, vice-president of the 
United States Advertising Corpor- 
ation; Frank Arnold, director of de- 
velopment, National Broadcasting 
Company; 


Others Present 


Floyd Keeler, now a partner of 
Orvis Brothers; Charles Holcomb, of 
Wolcott & Holcomb, Boston; Robert 
Brown, of the New York Journal; 
Ed Pratt, of Young and Rubicam; 
John Barlow of the Glass Container 
Association; Alden B. Baxter, of the 
American Bankers Association; J. 
V. Stowell, of Fuller & Smith & 
Ross; Julian Seaman, of Cleveland 
& Shaw; a group of 17 now with 
Erwin, Wasey & Company, New 
York office; Sam Youngheart of H. 
W. Kastor & Sons; Ben Nash, who 
presided as toastmaster, others to 
the total of 150, and last but not 
least, Frank Seaman, himself. 

The speeches were limited to two, 
the first by Mr. Baxter, who used to 
write in the Seaman house-organ 
over the title of “The Office Boy” 
and Mr. Seaman, who told how some 
of the great accounts handled by the 
agency were secured. Later, remin- 
iscences became general and many 
amusing stories were told. 

Perhaps the most remarkable 
thing about the dinner was that 
there was no committee in charge. 
Word simply passed around that 
there would be a “Dutch treat” 
at Zucca’s Restaurant, at 6 P. M., 
December 3rd. 

There will probably be another 
Seaman reunion next year and for- 
mer members of that agency should 
send their names to H. V. H. Pros- 
key, United States Advertising 
Corp., 250 W. 57th St., New York. 


: 


advertising the 


the advertising 


“Field and Stream” 


Loses Its Treasurer 


| Arthur Wetmore Sutton, general 
manager and treasurer of the Field 
and Stream Publishing Co., New 
York, died at his home at Pleasant- 
ville, N. Y., December 4 after a brief 
— Mr. Sutton was 50 years 
old. 
He became associated with Field. 
and Stream in 1917. He waged an 
aggressive fight for conservation. 


Place Washer Copy 


Cutajar & Provost, New York, 
have been appointed advertising 
agents for the Perco-Steril Machine 
Co., of that city, manufacturers of 
Perco washers. 

Women’s magazines, newspapers 


Home Styling 
Contest To Be 
Spring Feature 


Indianapolis, Ind., Dec. 10—A 
home styling contest will be the 
spring merchandising feature of the 
National Home Furnishings Pro- 
gram. It ties in with-the “Inven- 
tory Your Home” plan which will 
form the major theme of the ad- 
vertising for the first half of 1931. 

The contest will be for the best ex- 
amples of “restyling your home” by 
means of a contest entry form, to 
be accompanied by a 500-word letter 
of explanation. Entry blanks must 
be secured from the stores of retail 
subscribers to the program. 

The contest entry form contains 
two identical charts on which may 
be drawn the plan of a room. One 
is to represent the selected room as 
it is now—the other, the entrant’s 
“ideal room” as it has been “re- 
styled” by the application of new 
home furnishings ideas. 

The entrant draws in the outlines 
of the room, indicates the pieces in 
their present and ideal positions, 
and lists the present pieces, then 
opposite, the pieces that would be 
kept and those that would be added. 
A space is also provided for the 
present color scheme and the “ideal” 
color scheme. 

Two hundred and _ twenty-four 
prizes will be given in the contest. 
A 7,000 mile tour of the United 
States, plus cash prizes ranging 
from $1,000 down to $150, will be 
given to the winners of the first 24 
places. The tour will start August 
1 from Chicago in a chartered Pull- 
man car, with all transportation, 
meals and sleeping accommodations 
provided. 


Women’s Club Plans 


‘Christmas Party 


The Women’s Advertising Club of 
Chicago will hold its Christmas din- 
ner party at 6 P. M. Tuesday, De- 
—" 16, at the Chicago Woman’s 

ub. 

Robert B. Davis, copy chief of the 
Charles Daniel Frey Company, will 
speak on “The New Trend in Copy.” 

Emily Hall, of the club’s publicity 
committee, reports that elaborate 
plans have been made for the meet- 
ing, which is one of the club’s gala 
events. 


Open Canadian Office 


The Dover Mfg. Co., Dover, O., 
has opened a Canadian office in 
Montreal and will shortly establish 
a plant in Canada. The exact loca- 


and business papers will be used. 


tion has not yet been determined. 
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ADVERTISING AGE 


CRANE EXPANDS 
INSTALMENTS 


FORERUNNER OF MODERN COPY | 


She 


Advertising Jubilee 


The National Union Assurance 
Society, Chicago, will conduct a 50th 
golden jubilee anniversary cam- 
paign. Localized copy in key cen- 
ters will be placed by Hurja, Chase 
& Hooker, Inc., Chicago. 


Joins Export Agency 
Robert S. Trowbridge, former ac- 
count manager for the Frank Pres- 
brey Company, New York, has 
joined Jordan Advertising Abroad, 
of that city, as assistant account 
executive. 


Refused 
Him! 


The Crane budget plan, originated 
by the Crane Company, Chicago, in 
order that its contractor-dealers 
could merchandise complete bath 
rooms, laundry rooms and heating 


1930 Has Been A 


systems, instead of the fixtures ag oo gery 

alone, has proved so successful since oung, < 

Soe ee Be wie! Great Year for Us 
company has decided to make it the old enough to be her 


foundation of advertising and sales 
effort during 1931. 

The advertising appropriation will 
be slightly increased and the share 
allotted to mediums reaching home 
owners likely to be interested in 


father. 

It, grieved her deeply, 
too, to realize that she 
could never tell him that 
the cause of her refusal 


Every year since its inception 
The American Restaurant Maga- 
zine has shown an increase in 
advertising revenue, and — in the 


instalment buying will be doubled. Geof was his single misfortune— face of adverse business condi- a 
os Se eee ae ee kl @ baldness. @ tions — 1930 has run true to form. 
newspapers and magazines having , 


, ve 
mass circulation. 


Salient features of the Crane 
budget plan are that it permits 
financing any complete job, half of 
the price of which is represented by 


Advertisements of the following 
well known manufacturers ap- 
peared in The American Restau- 
rant Magazine during 1930: 


must've deca” re Ee alt foil eso oCeaglattly deckrores re * 


the cost of Crane products, unusu- 
ally liberal terms and added con- 
cessions to buyers in towns of less 
than 10,000 population. 

The 50 per cent not represented 
by Crane products can include the 
labor of either the Crane contractor 
or of a sub-contractor and tiling, 
building materials, etc. 


Offer Attractive Terms 


The only security required after 
the customary credit investigation is 
the buyer’s personal note. Terms 
may be as low as 10 per cent down 
with the remainder in 24 monthly 
payments. Customers in towns of 
less than 10,000 population and 
farmers may pay 5 per cent down 
and the rest in 86 monthly pay- 
ments. 

Crane budget plan advertisements 
differ from others only in that the 
advantages of this method of buy- 
ing are described in one or two con- 
cluding paragraphs. One such para- 
graph reads: 

“Call in the Crane qualified con- 
tractor-dealer near you. Let him 
help you plan, make the installation, 
arrange the financing—do every- 
thing but make your payments, and 
he will make them easy.” 

In connection with the drive for 
instalment business, the company is 
asking its dealers to work the fol- 
lowing sources of new prospects: 

Houses where they have done re- 
pair work, callers at their places of 
business, houses on streets where a 
new sewer or main is being laid, 
building reports, real estate trans- 
fers, replies to Crane advertise- 
ments, re-zoned districts where 
houses may be remodeled into apart- 
ments or stores, old apartments with 
possibilities of being remodeled into 
smaller units, hotels and shops with 
inadequate plumbing and _ rural 
houses on new electric lines. 


Refining Account to 


Logan & Stebbins 


The United States Refining Co., 
Los Angeles, has placed its advertis- 
ing account with Logan and Steb- 
bins, of that city. 

The Los Angeles Ice & Cold Stor- 
age Company is placing a special 
advertising campaign on its pipe 
line refrigeration service through 
the same agency. 


Vredenburgh with 
Cutajar & Provost 


Clarence Vredenburgh has joined 
Cutajar & Provost, New York 
agency, as executive vice-president. 
Mr. Vredenburgh comes from Mears 
Advertising, Inc., where he served 
as vice-president and account execu- 
tive. 

He spent/ei 


years with Erwin, 
Wasey &(Co. 


Canadian Plant 
for Campbell Soup 


The Campbell Soup Company has 
formed a Canadian subsidiary, 
Campbell Soup Company, Ltd., with 
a capitalization of $2,000,000 and 
offices in Toronto. The subsidiary 
will erect a plant in New Toronto, a 
suburb. 


ing isn’t so modern, after all. 


A writer in “The Adcrafter,” Detroit, dug up this Herpicide 
copy of March, 1903, to prove that much of the modern advertis- 


Dennison Handles 
Foreign Pen Sales 


Fort Madison, Ia., Dec. 10— 
The Sheaffer Pen Company 
has completed arrangements 
by which the Dennison Manu- 
facturing Company, Ltd., will 
become European sales agents 
for Sheaffer pens. 

The details of the plan were 
completed by President W. A. 
Sheaffer during his recent trip 
abroad. 


New Envelopes 
To Be Issued 
by Post Office 


Washington, D. C., Dec. 11—For 
the accommodation of business firms 
using the new size stationery which 
is approximately 7% by 10% inches, 
the Postal Service will issue a new 
variety of stamped envelopes Janu- 
ary 1, according to announcement 
by F. A. Tilton, the Third Assistant 
Postmaster General. 

The new-size stamped envelope, to 
be known as No. 7%, 3% by 7% 
inches in dimensions, will be issued 
in both extra quality and standard 
quality paper, printed and _ un- 
printed. 


canceled one-cent stamped envelopes 
in the window pattern will be made 
available in sizes Nos. 5, 8 and 13, 
for the mailing of third-class mat- 
ter under the provisions of section 
435%, Postal Laws and Regula- 
tions, in addition to the present pre- 
canceled solid face envelopes in 
these sizes. 

Precanceled one-cent window en- 
velopes will be supplied either 
printed or unprinted in accordance 
with the rules now in effect for 
solid face precanceled envelopes. 

Beginning January 1, solid-face 
precanceled envelopes will be issued 
in “high-back” only, and all orders 
accepted from post-office patrons 
and requisitions on the department 
from that date must conform to 
slightly higher prices. 


Sanitation Expert 
on Editorial Board 


Hugh S. Cumming, Surgeon Gen- 
eral of the United States Public 
Health Service and president of the 
American Public Health Association, 
has joined the editorial advisory 
ey of Municipal Sanitation, New 

ork. 


Tri-Clover Has Agency 


The Tri-Clover Machine Co., 
Kenosha, Wis., has appointed Freeze- 
Vogel-Crawford, Inc., Milwaukee, to 
direct its account. 

Products to be advertised include 
fittings, pumps and other equipment 
for commercial dairies, and the 
Swizzle Stick, used in the home to 
mix beverages. 


Effective on the same date, pre-. 


Cigar Company 
Charged with 
Unfair Methods 


Washington, D. C., Dee. 11— 
Charges of unfair competition in 
the distribution methods of the 
General Cigar Company have been 
filed by the Federal Trade Commis- 
sion. 


The complaint declares that in 
certain of the company’s wholesale 
sales territories, branch houses have 
been set up which have the exclu- 
sive right to procure cigars from 
the company’s factories for whole- 
sale distribution in their respective 
territories. 


In other wholesale sales areas, 
the complaint sets forth, the com- 
pany has contracted “with certain 
so-called exclusive wholesalers who 
have the exclusive right to purchase 
from respondent for resale in whole- 
sale lots in their respective sales 
territories cigars manufactured by 
the respondent.” 


The Commission charges. that 
“exclusive distribution of the com- 
pany’s product has been enforced 
and maintained, and competition 
has been prevented between and 
among the branch houses of re- 
spondent; between and among the 
so-called exclusive wholesalers; and 
between and among the branch 
houses of respondent and the so- 
called exclusive wholesalers, in the 
sale of respondent’s cigars.” 


The results of the alleged prac- 
tices of the company, according to 
the complaint, have been to lessen 
and suppress competition among 
wholesale dealers and retail. dealers 
in the distribution and sale of 
cigars; to restrict retailer and some 
wholesaler purchases to the exclu- 
sive distributor in the territory in 
which they operate, “and to deprive 
the purchasers at retail and pur- 
chasers at wholesale from such 
dealers of the advantages in price 
and otherwise which they would 
obtain from the natural and unob- 
structed flow of commerce under 
conditions of free competition among 
the exclusive distributors and other 
wholesale or retail dealers.” 


The Commission has set Decem- 
ber 26, 1930, as the date for the 
hearing. 


Plans News Index 


The New York Times will soon 
publish its annual Cumulative News 
Index for 1930. This is a complete 
reference to the news content of the 
Times’ final daily and Sunday edi- 
tions during 1930. 


Appoint Hoyt Agency 
The advertising of Vital-aire, a 
new humidifier manufactured by the 
A. C. Gilbert Company, New Haven, 
Conn., is now being handled by the 
at ga W. Hoyt Company, New 
ork. : 


Acorn Opalite Metal Specialties 
Advance Appliance Company 
Allegheny Steel Company 
Aluminum CookingUtensil Co. 
American Cranberry Exchange 
American Gas Assn. 

American Lace Paper Co. 
American Laundry Machine Co. 
American Nickeloid Co. 
American Slicing Machine 
American Utensil Co. 

B. Andrews 

Angelica Jacket Co. 

Josiah Anstice and Co., Inc. 
Arctie Nu-Air Corp. 

Armour and Company 
Associated Salmon Packers 
Automatic Coffee Urn Company 
Automatic Coffee Creamer Company 
American Foundry Equipment Company 
Arnold Employment Service 


B & G Specialty Company 
Battle Creek Food Co. 
Benedict Mfg. Co. 

Bennett Oven Co. 

Bishop and Babcock 

G. S. Blakeslee and Co. 

The Bixler Co. 

G. S. Blodgett Co. 
Brazilien-American Coffee Co. 
J.G. Brill Company 

S. Blickman and Co. 

beechnut Packing Co. 

Percy A. Brown and Company 
Brunswick-Kroeschell Co. 
Buckeye Chemical and Specialty Co. 
Buffalo Pottery Co. 


California Fruit Growers Exchange 
California Lima Bean Growers Assn. 
Calumet Baking Powder Co. 
Camden Artcraft Co. 
Canners League of California 
Capehart Corp. 
Casson Meat Steaker Co. 
Cecil Mfg. Co. 
Century Machine Co. 
Champion Dish Washing Machine Co. 
Champion Electric Co. 
Cleveland Range Company 
Close-To-Nature Co. 
Cochrane Corp. 
Coffee King Mfg. Go. 
Collins and Wright, Inc. 
The Colson Co. 
Colt’s Patent Fire Arms 
Comstock Castle Stove Co. 
Continental Coffee Co. 
Copeland Sales Co. 
Crescent Mfg. Co. 
Cube Steak Machine Company 

. Cudahy Bros. 


W. H. Dean Co. 
Detroit-Michigan Stove Co. 
Diamond Appliance Co. 
Doughnut Machine Corp. 
DuBois Soap Company 


Economics Laboratory 

Eagle Engineering Co. 

Edison Electric Appliance Co. 
Edlund Co. 

Energy Elevator 

Erie Restaurant Equipment Co. 


Faspray Corp. 

Fearless Dishwasher Co., Inc. 
Flexlume Corp. 

J.B. For 

Ford Motor Company 
Formica Insulation Co. 

Frick Company 

Frigidaire Corp. 

Fruit Industries, Inc. 


Gem Doughnut Machine Co. 
General Electric Co. 

General Refrigeration Sales Co. 
Globe Ticket Co. 

Bernard Gloeckler Co. 

R. H. Gore Co. 

Griswold Manufacturing Co. 

S. Gumpert and Co. 

Gunn Furniture Co. 


Hall China Company 
Harding Market Co. 
Hazel-Atlas Glass Co. 

. J. Heinz Co. 
Herrick Refrigerator Co. 
G. F. Heublein and Bros. 
Hobart Mfg. Co. 
Geo. A. Hormel Co. 
John D. Houck 


Individual Drinking Cup Co., Inc. 
International Nickel Co. 
International Sales Co. 


Joseph A. Janney, Jr. 
Jello Co., Ine. 

Jel-Set Corporation 
Johnson Gas Appliance Co. 
Jarvis and Jarvis 


Kellogg Co. 

Kelvinator Corp. 

Kent’s Orderphone Co. 
Kraft-Phoenix Cheese Corp. 


Lamson Company 

P. M. Lattner Mfg. Co. 
Lewis Hotel Training School 
Liquid Carbonic Corp. 
Lock-Stub Check Co. 

Lyons Sanitary Urn Co. 


Chas. G. Marks Co. 

Malleable Steel Range Mfg. Co. 
Mayer China Company 
McCray Refrigerator Sales Corp. 
D. E. MeNicol Pottery Co. 
Chas. E. Miller 

Michigan Sanitary Supply Co. 
Milwaukee Lace Paper Co. 

M. E. Moss Mfg. Co. 

Mueller Fixture Co. 

Edgar A. Murray Co. 


National Checking Co. 

National Enameling & Stamping 
Frank Netschert, Inc. 

Northern Equipment & Supply Co. 
Northwestern Laboratory 


Oakite Products, Inc. 

Samuel Olson and Company 
Jerry O'Mahony, Inc. 

Oneida Community, Ltd. 
Onondaga Pottery Co. 
Original Trenton Cracker Co. 


Pabst Corporation 


Presto Electric Co. 
Proctor and Gamble Co. 


Read Machinery Company 
Refrigerator Equipment Co. 
Reischmann Co. 

Remington Cash Register Co. 
Republic Steel Corp. 
Reynolds Electric Co. 
Marcus Ruben, Inc. 


Safeguard Check Writer Co. 
Sameco Company 

Sani Products Co. 

Savory, Inc. 

Scammell China Co. 

C. Schmidt Co. 

Sedgwick Machine Works 
John Sexton and Co. 
Shattuck and Jones 
Showcarder, Inc. 

John E. Smith’s Sons Co. 
Southern Cotton Oil Trading Co. 
Spengler-Loomis Mfg. Co. 

A. Srebren Co. 

Standard Check and Menu Co. 
Standard Conveyor Co. 
Standard Gas Equipment Co. 
The Standard Oil Co. 

The Stearnes Co. 

Stewart and Ashby Coffee Co. 
E. W. Stewart 

S. Suzuki and Co. 


Talbot Mfg. Co. 

Televator Corporation 
Tomlinson No-Drip Faucet Co. 
Tuttle Press Co. 


United Mfg. and Sales Corp. 
U. S. Duplicator Company 
U. S. Slicing Machine Co. 
Utility Electric Co. 


John Van Range Co. 
The Vitrolite Co. 


Ward and Dickinson, Inc. 
Wash Fabric Co. 

- Waters Genter Company 
Wilson and Company 
Witt Cornice Co. 
Wrought Iron Range Co. 


York Ice Machine Corp. 
H. G. W. Young 


V. D. Zeve, Inc. 
Zoia Banquetier Co. 


“te AMERICAN 


RESTAURANT 


MAGAZINE 
Patterson Publishing Company, 5 South Wabash Avenue, Chicago 


152 W. 42nd St., New York City 
Henry Building, Seattle 


Hunter Dulin Building, San Francisco 
Lincoln Building, Los Angeles 


| ee | 
ae es . | ; 
a Aten ©, y Es - 
Py ‘Se “ “f | RN AAR SSRIS AE NRE ALM A? ARE SATE BRIE AEDS EOL TE SII . 
| 4 sh, _, By a : 
yee GR ui 
| a x ih tis!” 2 | : 
) | . 
) > sty eo) ie 
| cae \. 
“es a : 
| | h ae BY e ¢ 
| . a + . cal 
| Vewpro’s Herpicide 
|  Sea'h thea ta be sobsberune, aot ins Goutt.” . ae 
h a / a 
eoeeeeonalwyqwqwqwyoeoeeteemmeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeewewoSeieqaaaaaon"vVvVvv“9"—= a] ; 
Se 
| a 
B | a ™ sa = 
ue 
le 
1e 
O- 
n- + ~ e 
ll — | 
. . 
a 
ant es . 
yy L. H. Parke Co. 
to Pfaelzer Bros. 
Albert Pick-Barth Co. 
er John C. and James C. Pitman 
st Fe 
il | ees 
ee. 
ns | re 
Ay =, 
ne | ee 
as 
’s Gai ate 
e- oa 
Ww Se ies 
+ —————= 
in | 
is, 
en 
be 
sd. | 
he .- dainipiiaidsabniaaianins | 
4 es | | 
ur __ 
st. 
ed 
ng | | 
_ 
24 ae 
ist na 
ll- as 
on, 
ns | 
ty ; 
of 
in- | 
De- Se 
* Pp a 
" es °°) ee 
il 
y- - 
‘ity he eee . 
ate Se rs 
et | 
| — — 
in | : 
lish 
ca- | | 
a | AAAI RIE ES ONE LAL SRM MTN! ALADDIN AE OTE E RR ) 
en. Nea Va es te 


ADVERTISING AGE 


ub 


ft rT 
at 


permet. 


PART OF THE THRONG ATTEN 


Name N. Y. Agency 
Fruit Products, Inc., Belleville, 
N. J., has appointed Redfield-Coupe, 
Inc., New York, to direct the adver- 
tising of Delice Napoleon cherries, 
glaced fruits, preserves and other 
products. 


LINOLEUMS 
& LAMPS, 
LEMON 
SQUEEZERS 
& LINENS 


The principal distributor 
of home and house furnish- 
ingsis the departmentstore. 
Its buying heads are reach- 
able through 


RETAILING 


A Fairchild Publication 
8 East 13th Street 


NEW YORK 


New Data on 


the Food Field 


A folder presenting a clear 
picture of the Food Field, 
the distributive groups which 
comprise it and their func- 
tions. Has been called the 
clearest presentation of the 
controlling factors in modern 
distribution in the Food 
Field yet produced. You will 
find it exceedingly valuable. 
Send for it today. 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


MANAGEMENT 
BIG THING IN 
MERCHANDISING 


Brains at Top Essential, Sales 
Conference Says 


St. Louis, Mo., Dec. 10—That mer- 
chandising failures or successes to- 
day are failures or successes of man- 
agement was the consensus of the 
one-day sales 
executives 
conference 
held Friday 
under the au- 
spices of the 
Sales Man- 
agers Bureau 
of the St. 
Louis Cham- 
ber of Com- 


most expert 
salesman can- 
not operate 
successfully 
today unless all of the policies of 
his company are attuned to the 
needs of the consumer, it was 
agreed. 
Speakers during the meeting were 
. W. Prentis, Jr., vice-president 
of the Armstrong Cork Co., Lan- 
caster, Pa.; A. L. McCarthy, vice- 
president, Eureka Vacuum Cleaner 
Co., Detroit; Alvin E. Dodd, assist- 
ant to the president, Sears, Roebuck 
& Co., Chicago; Frank W. Lovejoy, 
Vacuum Oil Co., New York and Dr. 
Harold Stonier, educational direc- 
tor, American Institute of Banking. 
About 1,000 attended. H. T. Buss- 
mann, vice-president of the Buss- 
mann Mfg. Co., St. Louis, presided. 
Mr. Dodd asserted that the need 
of aligning all factors of a business 
with the single purpose of making 
sales has progressed so far that 
production must be considered a part 
of the merchandising problem. 


Alvin E. Dodd 


The Potent Factor 


“The manufacturer’s problem,” he 
said, “is to produce what the pub- 
lic wants, simplifying lines so that 


a few bull’s-eye prices stand out— 


= Bs — 


DING ST. LOUIS SALES CONFERENCE 


tO PTE & 
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prices that are adjusted to the level 
the consumer is willing to pay. 


“The most important single factor 
in business today is the consumer. 
I urge every manufacturer to look 
past everyone who stands between 
him and the consumer, and to study 
methods of meeting his and het 
needs precisely and promptly.” 

Mr. Dodd said that New York de- 
partment stores overcame unfavor- 
able factors this year by offering the 
kind of merchandise the public 
wants, at the prices it is willing to 
pay. In the chain store field, the 
Great Atlantic & Pacific Tea Com- 
pany has done 8 per cent more busi- 
ness in dollars, largely because of 
its prompt reduction of prices fol- 
lowing wholesale declines. 


Mr. Dodd said that once when he 
protested to Julius Rosenwald that 
some of the company’s merchandise 
was so low in price that people 
would not believe it was good, Mr. 
Rosenwald commented: 


“Young man, let me tell you some- 
thing: No price is too low, if you 
make a reasonable profit.” 

Mr. Prentis asserted that the chief 
change in the last 20 years has been 
from selling on individual personal- 
ity to selling on corporate person- 
ality. _ 

“A business has a corporate per- 
sonality which is just as real and 
tangible as that of any individual,” 
he said. 


Aim of Program 


“The ultimate success of any 
training program for salesmen is 
going to be determined by the de- 
gree to which executives are able 
to inculeate in those men the per- 
sonality of the institution, so that 
when they go into the field, they 
truly represent a little fraction of 
the entire business. 


“To do this, you must keep your 
salesmen in contact with the major 
fountains of inspiration until they 
are saturated with the corporate 
personality of the business. 


“Mechanical control of men can 
never take the place of real leader- 
ship based on corporate spirit and 
the amount of mechanical control re- 
quired will be reduced to the ex- 
tent that salesmen act in harmony 
with the personality of the com- 
pany.” 

He suggested that salesmen be 
assigned, as far as possible, to the 
territory in which they were raised. 
He said that the hiring of star sales- 


men from other organizations is 


SAYS CORPORATIONS 
HAVE PERSONALITY 


H. W. Prentis, Jr. 


usually poor policy, particularly if 
the new man has to make a financial 
sacrifice. 

Here is his idea of a sales course 
for salesmen: 

1, A definite plan of training; 2, a 
syllabus setting forth the history of 
the organization, raw material and 
processes used, and general policies 
as well as sales policies; 3, factory 
training; 4, office training, including 
dictation; 5, frequent quizzes; 6, 
as much contact as possible with re- 
sponsible executives; 7, field train- 
ing; 8, sales conventions; 9, annual 
or more frequent contact with the 
home office—the post graduate 
course. 


Attributes of Salesmen 


Here are the ten fundamentals of 
good salesmanship, he said: 

“1, The resolution, the will power 
to make one’s self the master of his 
profession. 

“2 A capable personality—physi- 
cally, mentally and morally. 

“3. The knowledge of one’s goods 
and house in detail, and the broad 
economic principles that underlie all 
business. 

“4, The ability to write and speak 
cogent, fluent English. 

“5. The knowledge of advertising 
as a business force. 

“6. The knowledge of human na- 
ture—the rudiments of psychology. 

“7, Faith in himself, his col- 
leagues and his goods. 

“8. A spirit of genuine service. 

“9, Enthusiasm. 

“10. Human sympathy.” 


With Sound Studios 


C. E. Moore has become special 
representative of the industrial di- 
vision of Metropolitan Sound Stu- 
dios, Hollywood, Cal., and will make 


his headquarters in Chicago. 


Form New Agency 
for Book Jackets 


The Book Advertising Company 
has been formed in New York, to 
act as an intermediary for the sale 
of space on book jackets. The plan 
is favored by many publishers. 

The operation of the-new com- 
pany will permit the assembling of 
book jacket space into large enough 
units to offer national coverage. The 
plan is primarily concerned with 
books of fiction of general circula- 
tion, but will allow coverage of spe- 
cial fields such as scientific, juve- 
nile, religious, medical, or school 
text books. 

Jonathan D. Pierce is president 
of the company, which has taken 
quarters at 461 Eighth avenue. 


Farm Publisher 
Is Dead in East 


William Francis Dillon, part 
owner of the Rural New Yorker and 
secretary of the Rural Pub. Co., 
New York, died in a hospital at New 
Rochelle December 8, after an ill- 
ness of three weeks. Funeral serv- 
ices were held Thursday. 

Mr. Dillon was born on a farm 
in New York and at an early age 
devoted himself to agricultural jour- 
nalism. 


Complete Radio 
Link to Shanghai 


One of the longest direct radio 
links in the world, spanning 6,121 
miles across the Pacific, from San 
Francisco to Shanghai, was opened 
December 6. The circuit is the fifth 
direct radio-telegraph line of RCA 
Communications, Inc., subsidiary of 
the Radio Corporation of America, 
to be opened this year. 

a 


Two for Porter 


The New York office of the Porter 
Corporation has become advertising 
counsel for the Blue Ribbon Clam 
Juice Company and Eastern Air 
Transport, Inc. 

The latter has instituted a new 
passenger service between New 
York and Atlanta. Newspapers 
will be used in all cities where 
stops are scheduled. 


Becomes a Partner 
in Coast Agency 
Theodore B. Creamer has become 
a partner in Scholts Advertising 
Service, of Los Angeles. Mr. 
Creamer created the first Prince 
Albert tobacco copy, following it 


with introductory advertising for 
Camel cigarettes. 
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December 13, 1930 


ADVERTISING AGE 


Women in 
Advertising 


Dorothea Pfister 


The distinction of being the direc- 
tor of the largest local advertising 
association in the country, if not in 
the world, belongs to a woman— 
Dorothea Pfister, secretary of the 
Chicago Advertising Council. 

The council has an unusual organ- 
ization set-up, since it is a depart- 
ment of the Chicago Association of 
Commerce, thus giving advertising 
constant contact with other divi- 
sions of business and often obtain- 
ing specific recognition for adver- 
tising on the part of business in 
general. 

Miss Pfister keeps the organiza- 
tion wheels rolling smoothly for the 
1,800 members of the Council, and 
has demonstrated in many ways her 
special fitness for this position. She 
is the first woman who has held the 
post, but in spite of the efficiency of 
the men who preceded her, it would 
probably be fair to say that the 
Council is more than satisfied with 
its present executive. 

Miss Pfister is a graduate of the 
University of Chicago, class of 1924. 
She spent a year in Porto Rico 
with the United States Bureau of 
Education, and in 1926 became 
assistant secretary of the Adver- 
tising Council. When Paul Van 
Auken, the secretary, resigned a 
short while later to become affiliated 
with the Direct Mail Advertising 
Association, Miss Pfister was asked 
to take the job on a trial basis. 
The experiment was so successful 
that she was soon made the per- 
manent secretary. 

She usually is in charge of the 
delegations of Chicagoans attending 
advertising conventions, and in this 
capacity attended the Berlin con- 
vention of the International Adver- 
tising Association a few years ago. 
Last May she was in charge of the 
arrangements for the Chicago dele- 
gation to the Washington conven- 
tion of the Advertising Federation 
of America. She is the editor of 
“The Advertising Councilor,” the in- 
teresting weekly publication which 
the organization puts out. 

Miss Pfister has a pleasing per- 
sonality, and is always on the job. 
These two characteristics may sup- 
ply the reason for the fact that the 
members of the executive board, de- 
partmental organizations and com- 
mittees of the Advertising Council 
regard her as indispensable in the 
successful operation of what has 


become the leading advertising 
forum of the country. 
Advertising Club 

Host to U. S. C. Team 


In spite of the defeat sustained 
by the football team of the Univer- 
sity of Southern California, the Ad- 
vertising Club of Los Angeles enter- 
— the team at luncheon Decem- 

r 9. 

Howard Jones, U. S. C. coach, de- 
livered the address of the day. 


Open New Offices 
Two new district offices will be 
opened by the Procter & Gamble 
Company, Cincinnati. John Z. Hei- 
zer will be in charge of a new 
Cleveland office, while E. Z. Zim- 
merman will open an Omaha office. 


Close Chicago Office 
The Standard Store Service Com- 
pany, formerly the Standard Pub- 
lishing Corp., Chicago, has merged 
its Chicago business with the Cen- 
tury Advertising Service, New York, 
and will close its Chicago office De- 
cember 31. 


Industrial for Bangs 


The advertising account of the 
Buda Company, Harvey, IIl., manu- 
facturer of gasoline and diesel en- 
gines, railway supplies, etc., has 
been placed with Fred T. Bangs & 
Co., Chicago. 


Omaha to Advertise 
Gate City, Inc., has been formed 
in Omaha, Neb., to draw tourists 
from the Lincoln Highway, which 
passes 20 miles north of Omaha. 
Joe Huckins III is president of 
the new bureau. 


‘Return Coupon,’ 
Plea of 1931 
Warren Copy 


Boston, Mass., Dec. 11—The S. D. 
Warren Company, paper manufac- 
turer, proposes to increase consump- 
tion of its product by selling the 
public on “returning the coupon.” 
Since a large part of these coupons 
bring the reader a booklet, the cam- 
paign, if successful, will increase 
the tonnage of book paper. 

A by-product will be the good-will 
of the advertising fraternity. 

The campaign will consist of a 
series of 13 pages in The Literary 
Digest and The Saturday Evening 
Post. 

Six advertisements are directed 


specifically at the housewife and five 
of them are built around the useful- 
ness of booklets offered by manufac- 
turers of foods, infants’ accessories, 
gardening supplies, home furnish- 
ings and building supplies, respec- 
tively. 

To prove its contention that those 
who ignore the coupon are passing 
up an opportunity to live more 
cheaply or better, one piece of copy 
will remark: 


“The coupon-snubber probably 
hasn’t heard that: railroad trains 
are about to make their own weather 
inside day coaches; rust-proof water 
pipe can be threaded through walls 
like electric cable; furnace flues and 
chimneys can be vacuum-cleaned in 
a few dustless minutes. 


“But there are booklets printed 
about these things!” 


Acquires Smith Press 


The Thomas Smith Press, De- 
troit, has been acquired by Stair- 
Jordan-Baker, Ine., who will use the 
new equipment to produce the di- 
rect mail literature of the Graham 
Brothers Motor Company, under the 
direction of Maxon, Inc. 


Has Aero Account 


The Aeronautical Corporation of 
America, Cincinnati, has appointed 
the Bishopric-Wallace Company, of 
that city, to handle its advertising. 

The same agency has been se- 
lected by the Hotel Gibson. 


Stone Names Agency 


The Stone Shoe Co., New York, 
manufacturer of boudoir slippers 
and pajama sandals, has placed its 
account with the Hazard Advertis- 
ing Corp., New York. 


If you haven’t seen Metal Progress—the key publication of the metal 
industries—write for a copy today. There’s no obligation. Look it 
over, study it, then you’ll know why Metal Progress readers are so 
enthusiastic about their publication—you’ll know why your adver- 


O 


177+ your old text-books? 


O WONDER your head began to nod when you tried to 
read them. No one had “‘wasted” a penny to make them 
attractive to the eye. 


Metal Progress has set an entirely new standard in technical publish- 
ing. It is the first industrial paper to take full advantage of modern 
page design, typographical knowledge and illustrative art. Starting 
free from any heritage of past practice or habit, it is a book conceived, 
planned and produced wholly from the reader’s viewpoint. 


Its success has been instantaneous.* Advertisers, as well as readers, 
have discovered the increased appeal of a publication which makes the 
physical act of reading a conscious pleasure. It is one reason why shrewd 
advertisers of materials and equipment used in the production, selec- 
tion, fabrication, treatment, welding and handling of metals are making 


METAL PROGRES S&S 
the spearhead of 1931 advertising campaigns in the metal industries 


ressiveness’’, ..‘*Sets a new 
tising message in Metal Progress will recetve 100% reader attention. ail for technical journals. 
7016 EUCLID AVENUE a8 CLEVELAND, OHIO 


you remember 


*DO READERS 
APPRECIATE 
METAL PROGRESS? 


Read these voluntary comments 


**Fills a real need’’ . . 
corker’’... *‘Most outstanding 
technical magazine’’, . . ‘Very 
easy to read’’, . . ‘“The lay- 
out, typography and general 
appearance are certainly some- 
thing to be proud of’’ 
**Breathes efficiency and im- 


“A 


_ ee 3 4 ‘ a : i c vee i$ 
a os ‘ ¢ 5 : z a oi Sie a ae: i ae Ae a , . rites rome: , : ne an a ee 
Ge. ae eee 
— ne ya 
: ae ‘ 
9 ‘ oh eam 
9 ean 
| : 
ee ee 
¥ 
a 
She 
tai 4 
ie Ce 
oy 
Oe ye | ER | 
” ; : 
-¥ ™ a 
a Restegt * 
7 % ee ‘ : : 
| , sata : aii — | | 
= — oe ae x 
aa : es k 
_ rg i ___—— " 
| oa | 
= 4 oie ic | — : 
: aad ~~ ac 
oo ae | 
Be 3 7 
ee ee a 
; “ue 
= F es $ 
Bb, ae %; | PO 
‘a . J a. mea | 
Bo a eee di 
Le oe - 4s ' Pa sais | | | | 
p> a -_— F 2% ox, | | 
we ‘ . Beal, MA baer: & 
Bq age : ae iy ee ee ee ee a eee ee eee wale, 
ete ter, as . oe 2 ih ee ee ; 
nt Cee eee | 
tim, - is, Ra ae ‘ m 
oo a 
oe * 
: Fy cs 
5 r . 
‘ ‘ a» | - 
© — & 5 
) ae - 7 - 5 ee ee 
F : : ps Po ose : : 
bee eee 
CAAT carey yk 
ed Peers sae 
; ie oie 
se : f 2 per Pr ae See on re, ree s ales a 
a yar eS a Bert 3 e Naan ee Ny ee - 
ies * ‘Saar Ree tol ae oS ere OS 4 Ps, nee ees i 
Rae oe te a hia eS Vp eS k : ae eel eee obit ea: - 
i aaa Maree a he Ber, 3) = Thre eee mee 
Picks kee ciety 0 ds Lee Bees tye ee ee ric Se a 
ot. ee Pee EPs tes oo ; 
ee Petree). ee yy Sanh ane ee We - et 
Co eae : . ee URNS yranegie cman hl: a Sey 
ior te ae + Da re REO Re S78 a Piss 
Pee ee Nene estat. a ae Canes eae ied a Se 
a te. (ee a... ae saa, ieee arnt Me 
Se Ae oe a ef 
a: <a int < : oo. = : 
4 7 =, dent 7 a, 
pee ro “at ee by 
a) Ee eee 
Se ae pe . - 
: Leer: . - . 
a . 
: Bat eS, - : 
: : d ~~ : : 
, - 7 _ 
~ - <r” 
: ‘sy ae pe ‘ 
: e 3 3 | 
aoe eh, i Fall Belo « Fie vee * 
a oe Jae eee. . nae gt 
Fe ae ee ee Ree Se ene a 
f a es need ms - a ‘ue fi Ses ‘dine - 
_ a; be at . eRe 
ti ok eM hee, ki aE «' Che Ce Eas tas he ae 15a Ay 
ig ee Sexe cee 
ae tip sat ae Sit Se ee — - we BS iota ee 
cian aaa os a ae Yo eno Sete glean ged | 
a me fae : ei oa 6 
Bef ge 4 ar 
LpSERY 2 es : | 
&. + . ‘ z 
; . : ae Pe + oH PEE }e1 a ; ; . 
Si a Et . 
a 5 am : a 4 
Rey Deas s ? tine et lnteindeatas rar hes el nae 
et bids ee _ . ’ : Pee a pay, . 
Hee Reh. Oe aa eae 
ones ae ia go, : hae be ee | ray ar pee : 
Be ia ae oe a : fies ee ee 
ap . PER Ai ates BA eas : ; ee: 
ee Ae Tae : 
be : a me 
| > oats 4 2 
ee 
ae 
Prk  Saeee 
ae Des race 
Pee 
iS yeaa 
oe ee 
i ere ag 
fen thoes 
ee 
ee : 
g . 
- a 7 : Z 7 “ ; ——_—-—-—- . ; 
eer, 
fit - a gas 
Pag eae spiel ay See oe 
a ws RA weet asf tc. Siena op me 7 
it ee oe ee Oe me . erie on eae he ie its: a dk 
oe ee ra Mcgee HE 2 RE sted cea OR Bearer © he ee 
ay oer aan OTE eae Sty, yeti lei lant: SSS Se | a ee ales ee ce Rie, ih Sg Se arts Set aa 


ADVERTISING AGE 


December 13, 1930 


RADIO 


Var Ccw 


No. 14 


Chicago 


WHO? 


The packers of Icy Point Salmon 
secured 4600 requests for their recipe 
booklet by using daily announce- 
ments of a hundred words each. They 
used Station KOL, Seattle, in the fresh 
fish district. The inquiries cost nine 
cents each and the broadcasts 
established outlets in practically every 
grocery store in the area. 


The complete story may be secured from 


SCOTT HOWE BOWEN, Inc. 


Radio Station Representatives 
Chrysler Building, New York 
Philadelphia 


Detroit Boston Dallas 


Cream! 


HOSPITAL 2 oe reaches 
the cream of i field, all over the 
country—the a. A institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the conclusion suggested above. 

You can reach the hospital market 
with high efficiency and econo 4 
through HOSPITAL MANAGEMEN 
receiving without additional charge a 
complete sales service—directory, 
deily information Dulletin ana list- 
ing of your literature. 

en us help you tet A share of 

hundred. mil spent 
covery “as ort = S.J 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P. 
537 S. Dearborn Street 
Chicago, Ill. 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW YORK 


ATLANTIC CITY LOS ANGELES ,PALM BEACH 


Subscribe Now! 
Advertising Age 


will keep you posted on the 
significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


Name. . 


Company...... 
Street No. ..... 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 


Broad View of 
Responsibility 
Urged by Forbes 


“Advertising men,” said B. C. 
Forbes, of Forbes Magazine, New 
York, in a talk before the Chicago 
Advertising Council December 11, 


B. C. Forbes 


“have an opportunity to be business 
statesmen, by not merely selling the 
products of their own companies, 
but by broadening consumption, 
creating new markets for the prod- 
ucts of industry, and thus stabiliz- 
ing employment and _ purchasing 
power.” 

Mr. Forbes told his hearers that 
the condition of the United States 
is so much better than that of the 
rest of the world, and that oppor- 
tunity here is so vast that the use 
of characteristic American energy, 
initiative and courage will solve the 
country’s problems in 1931. 

Frederick M. Feiker, managing 
director of the Associated Business 
Papers, Inc., New York, said that 
advertisers have been far more suc- 
cessful in selling ideas than in sup- 
plying merchandise with which to 
put them into effect. 


“There must be better organiza- 
tion of all the business and trades 
supplying the home in order to take 
advantage of the receptive attitude 
created by consumer advertising,” 
said Mr. Feiker. “That means more 
‘channel advertising,’ which moves 
along the lines of trade and indus- 
try, and prepares the way before 
reaching the final consumer.” 

Mr. Feiker said that many new 
products and services are being 
developed in industry, and that they 
will create much new advertising of 
every kind during the next five years. 


The meeting was under the au- 
spices of the business press depart- 
mental of the council, of which Paul 
I. Aldrich, the National Provisioner, 
is chairman. Max A. Berns, Univer- 
sal Atlas Cement Company, is the 
chairman of the Advertising Council. 


McManus to Place 
Pierce-Arrow Copy 


McManus, Inc., Detroit, will han- 
dle the advertising of the Pierce- 
Arrow Motor Car Company, Buffalo, 
on and after January 1. A Buffalo 
office will be established for this 
purpose. 

For the past two years, the same 
agency has handled the Pierce-Ar- 
row and Studebaker accounts. The 
desire of the Studebaker Corpora- 
tion, which owns a controlling inter- 
est in Pierce-Arrow, to operate the 
latter as an independent unit, was 
responsible for the change. 


“Product Finishing” 
Starts in February 


Industrial Publications, Inc., Chi- 
cago, will begin publication of 


Product Finishing, a monthly, with 
the February issue. 
all phases of finishing. 

William F. Miskella, consultant 
and specialist in this branch of in- 
dustry, will be the editor. 


It will cover 


Coppers Advertise to “Good People of N. Y.” 


New York, Dec. 12—Full pages in morning papers were taken by the 
Patrolmen’s Benevolent Association, Inc., to say that the policeman is not 


as black as he has been painted. 


The advertisement was prompted “by recent reflections upon the in- 


tegrity of the police force.” 


Mobilgas Crashes St. Louis Market 


St. Louis, Mo., Dec. 12—The Vacuum Oil Company selected the time of 
the sales conference here as the psychological moment to crash St. Louis 
with Mobilgas. Full pages in newspapers and a big parade were features. 


World 1 | eeet 
Volume Falls 
8 Per Cent 


New York, Dec. 11.— United 
States exports fell off about 15 per 
cent during the first ten months of 
the year, according to the annual 
analysis of the National Foreign 
Trade Council. They are, however, 
35 per cent greater in volume than 
before the war and about even with 
exports of 1926. 

The Council’s analysis indicates 
a net decrease of about 8 per cent 
in volume of the world’s export 
trade. In spite of this downturn, 
the first since 1921, international 
trade is still about 16 per cent 
greater in volume than it was in 
1925. 

World export trade for 1930, ac- 
cording to figures up to December 1 
for nations carrying on half the 
world’s commerce, will be about 
22% billion dollars. The total ex- 
ports of 101 nations for 1929 were 
$24,427,000,000, both figures being 
reduced to the common index of 
1913 prices. 

European export trade has been 
less affected by depression than 
that of any other part of the world. 
The actual volume of Europe’s ex- 
port business has remained close to 
that of 1929. Germany and Great 
Britain have been especially suc- 
cessful in exporting this year. 


Start Magazine for 


Interior Decorators 

Interior Architecture & Decorat- 
tion, a magazine devoted exclusively 
to interior decoration, will be pub- 
lished early in the year from New 
York. It will be the first profes- 
sional publication in this field, it is 
said. Publishing offices are at 247 
Park Avenue. 

Harry Anderson is president and 
general manager of the Interior 
Architecture & Decoration Pub. Co., 
with Gustave Petersen, vice-presi- 
dent and treasurer, and Carl Maas, 
Jr., secretary and editor. 

Mr. Anderson has been connected 
with Architectural Forum; Mr. 
Petersen published a magazine in 
the heating and ventilating field for 
23 years and Mr. Maas was man- 
aging editor of Good Furniture and 
Decoration for two years. 


Direct Mail Exhibit 


Available to Clubs 
The Direct Mail Leaders’ Exhibit, 
comprised of the 50 outstanding 
campaigns shown at the Milwaukee 
convention of the Direct Mail Ad- 
vertising Association, is available to 
clubs wishing to borrow it, the 
educational committee announced. 
Advertising clubs which have 
shown or will show it include New 
York, Philadelphia, Omaha, St. 
Louis, Hamilton, Boston, Grand 
Rapids, Lansing and Dallas. 


Writes Confessions 


of Newspaper Woman 
Josef Israels II, publicity man 
of New York, has come out ,with 
a book, “Rebecca the Wise,” re- 
scribed as the public and private 
life of a newspaper girl. 
Mr. Israels is reported to have 
exploited everything from Tex Gui- 
nan to the world’s tallest building. 


Hayes with Stearns 

Ralph E. Hayes, formerly assist- 
ant general sales manager of the 
Lambert Pharmacal Company, has 
joined Frederick Stearns & Co., De- 
troit, as central division manager. 
Mr. Hayes spent 12 years with E. R. 
Squibb & Sons. 


Agency for Aircraft 
The Heath Aircraft Corp., Chi- 
cago, manufacturer of light planes, 
including the Heath Parasol, has 
placed its advertising account. with 
Earle Ludgin, Inec., Chicago. 


pm * wren News” 

After 40 years in the Boston 
agency field, Cleaveland A. Chand- 
ler has become director of adver- 
tising of Boston Financial News. 
Mr. Chandler will continue to give 
his personal attention to his present 
clients. 


A. B. C.—for quantity— 
largest paid circulation 
B.—for quality— 
only jewelry publication mem- 


er 

U. B. P.—for certainty— 
no axe to grind, no politics 
to play, just one job: to pub- 
lish the most useful business 
magazine possible for the 
Jewelry and Allied Trade. 


The Jewelers’ Circular 
239 West 39th Street 
New York, N. Y. 


LET’S TALK 
THIS OVER 


There’s two of us. We have been 
in business in Chicago since 1908— 
enjoy complete advertising agency 
recognition. Also operate our own 
mechanical facilities for Direct Mail 
Production. We do not need money, 
prestige or courage—but we do seek 
a 3rd man who is interested in a 
set-up such as ours and who can 
match our proposition with some- 
thing more tangible than experience 
and good faith. 


Address Box No. 52 ADVERTISING AGE 


$ OO 


1200 ROOMS 
WITH 1200 BATHS 
@ Alll rooms are outside. . 
@ Alll rooms have Servidors. 


@ All rooms have Circulating 
Ice-Water 


OPPOSITE PENNA. STATION 


31* ST. & 7 AVE. 
NEW YORK 


BaO BUSES STOP 
AT DOOR 
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Predict Tremendous 
Growth for Markets 


for Frozen Foods 


(Continued from Page 1) 
selecting the right packages for 
fruits and vegetables. 

“For the retail trade individual 
packages should be reasonably small 
for convenience of purchasers and 
to facilitate quick-freezing,” he de- 
clared. “For institutions large, flat 
containers should be used. The 
product should be packed into the 
eartons before, rather than after 
being frozen, to insure a compactly 
filled package containing the mini- 
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David Hall 


Layout » Lettering 


GRAYBAR BUILDING 
LEXINGTON 6860 


Only 10 other cities* have a daily news- 
paper with as large a circulation as The 


Des Moines 
Register and Tribune 


Over 240,000 Daily 


*New York, Boston, Chicago, Detroit, Cleve- 
land, Philadelphia, Baltimore, KansasCity, 
Pittsburgh, St. Louis and Des Moines. 


REDUCE YOUR COST 


by using Direct Mail- 
OF SELLIN Letters, Post Cards, 
Folders, Blotters, Booklets, Catalogs, etc., etc. 
Postage and The Mailb nonthl 


r y 
published continuously since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag Stocktyn, Noy. 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 

agency. 
PROFESSIONAL & — SERVICE 


gency 
Chrysler, Prop. 


Gu 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


For Dependable q 
»>Photostat Service 4 


: F.A. RUSSO we. > 


q 
Deo andsy == «850 Wa ¢ 


VANderbilt 9975-6-7 


mum of air. The individual pack- 
age must be substantially moisture 
and vapor-proof and air-tight. If 
they can be made transparent, at 
least over a portion of their area, 
salability will be increased. 

“They should be packed for maxi- 
mum resistence to thawing during 
shipment. The ideal _ individual 
package is one rectangular in 
shape, which makes possible the 
most efficient use of space in refrig- 
erated warehouses, cars and trucks. 
The waxed lard type of paperboard 
carton, lined or wrapped with mois- 
ture-vapor-proof material and heat- 
sealed, is admirable for products 
which do not carry much free fruit 
juice. 

“Juicy fruits and those packed 
with syrup must be placed in water- 
tight containers. Under certain 
conditions, it is desirable to pack 
vegetables and fruits in either an 
inert atmosphere or under a sub- 
stantial vacuum.” 

Mr. Birdseye said the company’s 
experience has been that quick- 
frozen products cost no more than 
others because of savings in grow- 
ing costs, packing, distribution, 
shipment, spoilage, dispensing and 
preparation in the home. 


A Successful Test 

As to the company’s experience 
at Springfield, Mass., to test the 
public’s acceptance of a family of 
quick-frozen products, previously 
described in detail in ADVERTISING 
AGE, he said that 85 per cent of 
sales are made to previous buyers. 
The experiment has been outstand- 
ingly successful, he said, and will 
be extended by General Foods to 
other cities until distibution is 
nation-wide. 

In the concluding address Tues- 
day morning Horace M. Wigney, 
manager of the Safety Refrigera- 
tion Corporation, New York, said 
during the past two and one-half 
years nearly 50,000,000 pounds of 
perishables have been shipped by 72 
railroads in this country and Can- 
ada, of which over 50 per cent were 
frozen products. 

Though the value was about $12,- 
000,000 claims for damages amount- 
ed only to $4,000. 


A frozen foods luncheon was an 
interesting feature of the meeting. 


The menu consisted of a grape- 
fruit cocktail, furnished by Henry 
Kelly, Jr.; Birdseye filets of sole, 
General Foods Sales Company; Pre- 
mium leg of lamb, Swift & Co.; 
buttered peas, Henry Kelly & Son; 
Birdseye spinach, General Foods 
Sales Company; red sour pitted 
cherry pie, Fruit Growers Union; 
Birdseye red raspberries with 
cream, General Foods Sales Com- 
pany; fresh Georgia peaches, Tom 
Huston Frozen Foods, Inc. 

The business sessions were re- 
sumed following luncheon with an 
address on “The Merchandising of 
Frosted Foods” by C. V. Hill, presi- 
dent of C. V. Hill & Co., Inc., Tren- 
ton, N. J., manufacturers of store 
equipment. 


“Equipment for the successful 
merchandising of frosted foods is a 
vital factor,” Mr. Hill declared. 


“Manufacturers have succeeded 
in developing cases with zero, or 
near zero temperatures, providing 
clear vision at all times. 

“The lighting system is impor- 
tant. Lighting must be arranged to 
avoid warming up the walls of the 
case.” 

A technical address on “The Pre- 
serving and Marketing of Frozen 
Foods in Hermetically Sealed Con- 
tainers” was given by Edward S. 
Reynolds, of the American Can 
Company. 

“There is every reason to believe 
that refrigerated distribution for 
the individual consumer will be ac- 
complished,” Mr. Reynolds said. 
“When that time comes the cus- 
tomer will be able to buy out-of- 
season fruits in an hermetically 


Calvin Coolidge 
on Advertising 


New York, Dec. 11—“Goods 
not worth advertising are not 
worth selling.” 

This statement was made 
this week by Calvin Coolidge, 
in his newspaper series for 
the McClure Syndicate. 

“A country that is spending 
two billion dollars annually in 
the production and application 
of beauty lotions,” continued 
Mr. Coolidge, “has resources 
with which to make large pur- 
chases of what it concludes it 
wants, 

“The only way for the peo- 
ple to become acquainted with 
what they want is through 
judicious advertising.” 


sealed container, packed under vac- 
uum. We feel that this process 
offers the best results.” 

Mr. Reynolds said educational ad- 
vertising and personal instruction 


are essential in the selling of frozen 
foods. He declared that it will not 
be possible to undertake the pack- 
ing and distribution of frozen fruits 
in a container designed for indi- 
vidual consumption until a scien- 
tific method of distribution has been 
perfected. He expressed the opin- 
ion that this can be accomplished 
by educational advertising. 


Burnett to Chicago 


at First of Year 


Leo N. Burnett has resigned as 
vice-president of the Homer McKee 
Company, Indianapolis, to join Er- 
win, Wasey Co., Chicago, January 1. 

Prior to joining the Indianapolis 
agency eight years ago, Mr. Bur- 
nett was advertising manager of the 
LaFayette Motors Company and the 
Cadillac Motor Car Company. 


Fred C. List Writes 
“Personal Contact’’ 


“The Personal Contact” has been 
published by Fred C. List, of Pass- 
A-Grille Beach, Fla. Mr. List de- 
scribed his new volume as “a prac- 
tical course in backing up your ad- 
vertising with the right kind of 
selling.” 


Display Accessories 
at N. Y. Car Show 


About 100 manufacturers of auto- 
motive parts, accessories and garage 
repair equipment have been assigned 
space in the National Automobile 
ay to be held in New York Jan. 

4-31. 

This is the largest representation 

ever taken by this section. 


Start Coal Campaign 


Alabama coal companies have 
launched a co-operative campaign 
in that state through the Sparrow 
Advertising Agency, of Birmingham. 

The copy will combat the use of 
natural gas, which is being piped 
from the Louisana field. 


Poor Richard Club 
Plans Annual Exhibit 


The seventh annual exposition of 
advertising will be staged by the 
Poor Richard Club, Philadelphia, 
January 15-17, in connection with 
its 26th annual banquet. 

Those entering exhibits are re- 
quired to use boards of a uniform 
size, 4x 6 feet. 


Noma in Campaign 
The Noma Electric Corp., New 
York, is using space in 94 news- 
papers in 51 cities in a pre-Christ 
mas campaign on Christmas lights. 
The company reports the market 
has grown from less than 6 million 
lamps in 1920 to about 66 million. 


Fixed Assessment 
for Campbell Plant 


The New Toronto, Ont., town coun- 


80 Per Cent of 
Fountain Pens 
Sold in Quarter 


Rochester, N. Y., Dec. 11— 
Strangely enough, the growth of 
the Carter’s Ink Company in recent 
years was the result of a decrease 
in sales of ink, Fletcher Taft, sales 
manager of the company, told the 
Ad-Venturers group of the Roches- 
ter Ad Club. The development of 
fountain pens, Mr. Taft said, caused 
the company’s ink sales to fall off, 
so that it was forced to enter the 
fountain pen field itself. 

In connection with its new prod- 
uct, the company made a market 
survey which revealed that more 
than 50 per cent of fountain pens 
are bought for gift purposes and 
that more than 80 per cent of all 
pens are sold in the last four 
months of the year. 

Carter has built its advertising 
program around these facts and, 


while the campaign is still incom- 
plete, results indicate that it will 
be crowned with success. 


Not only has the survey aided the 
advertising department in prepar- 
ing copy but the sales department 
has passed it along to salesmen and 
dealers with good results, Mr. Taft 
said. 


Newspaper Men Elect 
Henriquez President 


P. L. Henriquez, of the St. Louis 
Post-Dispatch, was elected president 
of the Newspaper Representatives 
Association of Chicago at the annual 
meeting this week. 

Sylvester Blish, John Budd Com- 
pany, was elected vice-president; 
Berry Stevens, Howland & Howland, 
secretary; and Scheerer, 
Scheerer, Inc., treasurer. 

Directors are H. A. Koehler, Rod- 
ney Boone Organization; J. B. Shaw, 
John Woodward Company, and El- 
me DeClerque, Henry DeClerque, 
ne. 


Agnes M. Beck is executive secre- 
tary. 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 
like a lovy-dovy wedding cake? No! 
Typography made starkly repulsive by 
the “back-to-ugliness” cultists? No! 
We stand, squarely between the two, 

for the naturalness that is art and 
the beauty of simplicity 


LEE & PHILLIPS, INC. 
Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK. 


MONTAGUE LEE COMPANY, INC. @& FREDERIC NELSON PHILLIPS, INC. 


Successors to GRAPHIC TYPESETTING CORP. @® CAXTON TYPOGRAPHERS, INC 


cil has guaranteed a fixed assess - 
ment for ten years on the land and 
buildings to be occupied by the 
Campbell Soup Co., Ltd. 


Opens Arizona Branch 


H. W. Hailey, Inc., agency of El 
Paso, Texas, has established a 
branch at Phoenix, Ariz. Mr. Hailey 
will be in charge, with W. T. Mit- 


hoff, secretary, directing work at |! 


headquarters. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 
Graybar Building 
490 Lexington Avenue 
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Information 


for Advertisers 


(Continued from Page 4) 


How these sales are divided is one 
of the interesting presentations 
offered by Retailing. 


195. Scribner’s Magazine, Opinion 
Maker. 


Here is a peep into the editorial 
sanctum and at the mass of material 
which passes over the editor’s desk. 
The method of selection is the basis 
for the publication’s claim that it is 
a maker of opinions among those 
whose opinions count. 


176. The Golf Market. 


Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


124. The Recorder Outlook. 


This is a monthly bulletin written 
by Arthur D. Anderson, editor of 
Boot & Shoe Recorder, New York, 
in which he points out changing 
trends in the industry. Advertisers 
will find this a convenient method 
of keeping informed. 


58. A Bibliography on Color. 


Everybody knows that color is 
usually more effective than black 
and white, but the exact ratio is 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK «+ 310 East 45th St. 
CHICAGO - 210 So. Desplaine St. 


and 34 other cities 
ER, AR, AB SBR Eon... a PB, FBR. 


usually a matter of guesswork. In 
this booklet, the Big Four Color 
Committee gives the results of some 
tests on this score. 


84. This Man the Architect. 
What are the functions of the ar- 
chitect? Just where does he fit in? 
What is his influence? What does 
he buy? These are some of the 
questions answered in this tiny 
booklet by Charles Scribner’s Sons. 


21. The Hospital Field. oe 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


186. Steel—Basic to Industry. 


Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


187. A Pictorial Survey of the Ho- 
tel and Restaurant Markets. 


Two big sections of the enormous 
institutional market are here pre- 
sented in interesting style in a 36- 
page booklet. The contents include 
number and distribution of hotels 
and restaurants, buying methods, 
sales methods, etc. Issued by the 
Ahrens Publishing Company, New 
York. 


188. A Market Analysis of the Res- 
taurant Industry. 


This 32-page booklet is announced 
for publication December 15, 1930, 
and will contain information on the 
three sections of the restaurant mar- 
ket—dining-rooms, kitchens and food 
supplies, with details as to the mar- 
ket for each product. Patterson Pub- 
lishing Company, Chicago. 


Publish “Hansa” 


The initial issue of Hansa has 
made its appearance in Chicago, the 
Continental Publishing Company be- 
ing the owner. The new magazine 
presents the news of the world in 
pictures. 

Powers & Stone have been ap- 
pointed national advertising repre- 
sentatives. 


Turner Promoted 


After seven years with the 
Beardsley & Wolcott Mfg. Co., 
Waterbury, Conn., as_ assistant 


treasurer, C. N. Turner has become 
sales manager of the _ electrical 
division. 


New One for Wilson 


The International Chemical Co., 
Philadelphia, has placed its adver- 
tising account with Edwin Bird Wil- 
son, Inc., New York. Business papers 
and direct mail will be used. 


Ask Equitable 
Application of 
Lottery Rules 


Washington, D. C., Dec. 10—Rob- 
ert Isham Randolph, president of 
the Chicago Association of Com- 
merce, has filed a protest with the 
Federal Radio Commission against 
radio publicity for the lottery pro- 
posed by Mayor Thompson to help 
unemployment. 

In a letter to the commission, Mr. 
Randolph called atention to “a pro- 
jected lottery of tremendous propor- 
tions which is about to be launched 
in Chicago.” 

He continued: “We ask that you 
take appropriate steps to bring to 
the attention of Chicago broadcast- 
ing stations rulings which we 
understand you have already made 
with respect to the use of broad- 
casting stations for advertising or 
otherwise furthering lotteries. 

“We do this because we are in- 
formed there is a possibility that 
one or more Chicago broadcasting 
stations may be used in furtherance 
of the lottery project.” 

Mr. Randolph said the possibility 
of public injury through the use of 
broadcasting stations was “mani- 
festly as great if not greater than 
the injury which result§.from simi- 
lar conduct by the press.” 

Millions for Coupons 

Mr. Randolph told the commis- 
sion the project fostered by Thomp- 
son in substance would provide a 
million dollars in cash awards to be 
distributed to persons holding cou- 
pons which they would obtain with 
each 25 cent purchase of goods at 
local stores. 

He said the highest award was to 
be $100,000 and the smallest $50, 
adding that local merchants and re- 
tailers were being asked to purchase 
these coupons at the rate of a thou- 
sand for $2.50. He said the manner 
of determining the winners had not 
been revealed, but it seemed ob- 
vious that the winners would have 
to be determined by drawing num- 
bers and therefore it would be 
purely by chance. 

“If this is the case, this scheme 
is unquestionably a lottery within 
the meaning of the federal statutes 
and no use can be made of the 
United States mails in furtherance 
of it,” the letter said. 

“The matter has already been 
brought to the attention of the post- 
master general, who has let it be 
known, with reference to this par- 
ticular project, that if use of the 
mails is made in furtherance of any 
lottery coming within the statutory 
prohibition, the postoffice depart- 
ment will refuse mailing privileges 
to any matter in violation of the 
statute.” 


BOOK GETS FREE 
DISTRIBUTION 


Complications that ensue from ad- 
vertising campaigns based on bids 
for the co-operation of independent 
interests are illustrated by the ex- 
perience of the Evaporated Milk As- 
sociation, Chicago. 

The association’s major promo- 
tional effort last year was based on 
a 30-page booklet of recipes which 
required a mechanical refrigerator 
in the preparation of dishes made 
with evaporated milk. Arrange- 
ments for distributing the booklet 
were made with manufacturers of 
domestic electric refrigerators. 

Ice manufacturers complained and 
to conciliate them and at the same 
time capitalize another approach to 
the consumer of evaporated milk, the 
association will furnish members of 
the National Association of Ice In- 
dustries with 500,000 copies of a 
recipe booklet for such dishes as 
ice cream, which are prepared with 
the aid of ice. 


Advertising Plans 


The co-operative large scale ad- 
vertising, which was to have been 
one of the leading activities of the 
Evaporated Milk Association when 
it was organized six years ago by 
16 companies controlling 92 per cent 
of production, has been slow in de- 
veloping. 

Prior to this fall, the only dis- 
play space was used in a $150,000 
campaign in women’s magazines in 
May, June, July and August, 1929, 
built around a menu contest. 

This winter, in addition to the 
evaporated milk-ice booklet, the as- 
sociation will spend about $25,000 
in magazines reaching physicians, 
dieticians and home economic ex- 
perts. Copy will deal with the nu- 
tritional value of evaporated milk, 
particularly as a food for children. 
Of the several booklets which will 
be used for follow-ups, one which 
was brought out some time ago has 
proved very successful. It contains 
recipes suitable for ill and convales- 
cent children, which the physician 
can check and hand to the mother or 
nurse. 

The association also plans to use 
The American Girl for another menu 
contest limited to Girl Scouts. 


Thomas’ Widow Dead 


Mrs. Ella A. Thomas, 80 years old, 
widow of Ambrose L. Thomas, one 
of the founders of Lord & Thomas, 
died in Highland Park, IIl., a Chi- 
cago suburb, December 10. 

Mrs. Thomas came to Chicago 
with her husband in 1907. 


Advertising 
Plates 


e¢pP & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- — 
viee that advertisers appreciate. 


“P & A” Service is evidenced in the 
eo-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street - 


Chicago 


Harder, Better 
Advertising Is 
Needed: Arkell 


Canajoharie, N. Y., Dec. 11— 
Harder work and harder and better 
advertising was the panacea pre- 
scribed today for times of depres- 
sion by Bartlett Arkell, president 
of Beech-Nut Packing Company, in 
an interview with Sturges Dorrance, 
president of Dorrance, Sullivan & 
Co., New York. 

“I have always preached the doc- 
trine that when times were hardest 
and least propitious for one’s busi- 
ness that was the time and the op- 
portunity for harder work and for 
a more extended viewpoint,” de- 
clared President Arkell. 

“Harder work includes, naturally, 
harder and better advertising, for 
advertising works for you during 
the silent hours of business. 

“There is convincing evidence of 
the value of advertising through 
good times as well as bad in the 
history of our company through the 
fact that the products we have 
backed with advertising have proven 
to be the most successful of the 
many we manufacture; those which 
have been just as well made and 
which enjoy a record for consistent 
goodness equal to that of the more 
highly advertised goods have not 
met with anywhere near a corre- 
sponding public appreciation. 

“There is need for advertising in 
almost every business today.” 

The Beech-Nut Packing Company, 
of which Mr. Arkell is president, be- 
gan the manufacture of food prod- 
ucts in 1921. Starting with only 
one original family recipe, the com- 
pany has grown to one of the larg- 
est factors in the American food- 
packing industry, employing thou- 
sands of people in its five plants 
and doing an annual business of 
over $20,000,000. 

Today the Beech-Nut Packing 
Company is one of America’s larg- 
est advertisers with an annual ex- 
penditure in newspapers and other 
mediums of nearly one million dol- 
lars. 


14 Agencies at 
N. Y. Meeting 
Take Census 


New York, Dec. 10—A census of 
14 agencies specializing in industrial 
advertising developed that they rep- 
resent 240 clients who spent $9,600,- 
000 this year. 

The meeting, which was held un- 
der the auspices of the Agency Com- 
mittee of the National Industrial 
Advertisers Association, was at- 
tended by 20 members of the 14 
agencies. 

An interesting feature of the 
gathering was that each of the 
agencies contributed an equal amount 
toward transportation, whether lo- 
cated in New York or elsewhere. 

Paul Teas, chairman of the 
Agency Committee of the N. I. A. 
A., presided, while O. S. Tyson, as 
secretary, had charge of arrange- 
ments. 

The entertainment program in- 
cluded a luncheon Dee. 5 with A. C. 
Pearson, chairman of the board, 
United Business Publishers, as host, 
and another one Saturday by the 
McGraw-Hill Publishing Company. 

Agencies represented included the 
Buchen Company and Russell T. 
Gray, Inc., Chicago; George H. Gib- 
son Company, Freystadt-Juraschek, 
Inc., J. Walter Thompson Company, 
O. S. Tyson & Co., Edwin Bird Wil- 
son, Inc., and Tuthill Advertising 
Agency, New York; Paul Teas, Inc., 
Cleveland; R. E. Lovekin Corpora- 
tion, R. E. Tweed Company, and 
Roland G. E. Ullman, Philadelphia; 
Walker & Downing, Pittsburgh; 
Robert June Advertising, Detroit. 


Leaves Armstrong 


C. M. Bunnell has resigned as 
vice-president in charge of sales for 
the Armstrong Electric & Mfg. Co., 
Huntington, W. Va., to become vice- 

resident of Charles A. Davids, Inc., 
ew York. 
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